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The Sandpaper that Satisfies 


NEW WAY of packing sandpaper—originated by us three years 
ago. Each grit in its own covered box—decimal count. Sheets 


always clean and flat. 


The Bad Old “Haywire Days” Are Gone 


Jobbers no longer have to wrestle with clumsy 100 lb. wired bales 
that went all to pieces when wires were clipt. Instead, they order 
“Ruff Stuff” in cases of ten boxes weighing 45 lbs. to the case. 

That slow, unpleasant old job of counting out and wrapping retailers’ 
orders for dozens and “quires” of various grits has gone the way of 
the high bike. 

“Sandpaper Is Now ‘Shelf-Hardware’ ” with plainly labeled boxes on 
the shelves where customers can see them; not hidden away in a crinkly 
mess under the counter. No more soilage or breakage losses. 

Contractors and woodworkers now buy by the box—a box or more for 
each grit they use. ‘Box-stocks are also used for refilling the “Ruff-Stuff” 
Counter Display Case. 

A Suggestion: Retailers should specify plainly on order to their 
jobbers that they want “Ruff-Stuff’ Flint Paper in Unit Boxes—stating 
number of boxes of each grit. See table at the left of red circle, above. 





Ruff Stuff Counter Display 


Another Wausau invention which 
others have tried to copy. Has 
pockets—one for each grit. 

Over 22,000 now in use! To get 
one, write on your order to your job- 
bers: 
“One RUFF STUFF Counter Display 
Case, together with their Counter Dis- 
play Assortment of 480 sheets—in 8 
grits. 

Case will greatly increase your sand- 
paper sales. Keeps sheets clean and 
flat. 





Reg. U. S. Pat. Off. 
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You can display the whole twenty thousand, even if you’re carrying less 
than 10% of them! 


How? By displaying the catalog. 


This little stand only occupies a few square inches on your counter, but 
it’s a continual invitation to your customers to help themselves to a 
Greenfield catalog. And if they have the catalog, it’s easy for them to 
find the tools they need. 


You make more sales and you save more time—for your customers will 
know what they want. 


You may send in the coupon for a display stand and a supply of catalogs 
—imprinted with your name if you wish. Why not do it now? 


bs URE RES S 














GREENFIELD, 


NEW YORK 


CHICAGO 





15 Warren St. 


611 W. Washington Blvd. 








GTD Corporation, Greenfield, Mass. 
(CJSend me a Counter Display Stand. 


QAlso a supply of catalogs. 


H. A. July 18, 





1929 





CANADIAN PLANT 


Greenfield Tap & Die Corp. 


of Canada, Ltd., 
Galt, Ontario 
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Every Merchant, Baker 
and Candle-stick Maker 


. .. 18 a prospect for small woodworking tools such as chisels 
and bits. There is always a chair to be repaired, a hole to be 
bored for a radio extension, a shelf to be built and dozens of 
other odd jobs that men like to do for themselves with a good set 
of tools. The live hardware dealer cashes in on this enormous 
field by suggesting to every customer who comes into his store 
a new bit, a new chisel or a new bit extension to do these odd 
jobs better. 


Of course it is necessary to offer this average man a good tool 
that you are proud to sell and stand back of. One he will re- 
member as a quality product long after he has forgotten the price 
he paid. If you handle the Greenlee line of woodworking tools 
you can be sure of their quality, because they are made to the 
highest standards possible. If you are not and want your store 

-to be known as the headquarters of quality tools investigate the 
Greenlee brand right away. 


Stimulate the desire to use good tools by attract- 
ing the attention of the man on the street with the 
Greenlee Cut-out Display Boards for window and 
counter use. The coupon to the right will bring 
you more information on this real sales help. 





I want to make a 
District Sales Offices : Send’ me, full tnfortae- 

' tion on the new Greenlee 
New York: 15 Warren St. i ——_ 

Boston: 34-38 Binford St. 

Philadelphia: 2401 Chestnut St. 
San Francisco: Sheldon Bldg. ‘ 
Los Angeles: 1302 Washington Bldg. 


Seattle: L. C. Smith Bldg. 





GREENLEE IOOLS 


Greenlee Fool Co., Rockford, 71). 






Tools that 
Stay Sold- 
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Supersteel Axes 


The central location 
of the Vaughan fac- 
tory insures favorable 


freight rates. 





St. Louis 
se 1776 


aAAete 





History Proves 
Superiority 

Vaughan Supersteel Axes 
of selected alloy tool 
steel and equipped with 
second growth hickory 
handles have always been 
—tools of quality—in 





the foreground of Amer- 
ican History and devel- 
opment. They as well as 
other Vaughan and Bush- 
nell tools are emblems 
of achievement in the 
tool maker’s art. 


Vaughan Quality Always 
Pays 
VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 
WHakews of Fine Toots 


2114,,€Carroll Ave., Chicago, Hit’ W.S.A. 
















This attractive 
Vaughan Axe 
display stand 
made of hick. 
ory axe handles 
permanently 
disposes of 
your axe dis. 
play problem. 
Ask us how 
you can get 
one. 
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b uying Hice? 


q fa: Consumer is widely accused of buying 
price. Analyze this tendency and you'll find 
he trusts the local dealer for quality, then 
buys price. There’s a boomerang for the re- 
tailer. 
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If your customer declares: “I just want a cheap 
tool for a little work I have to do,” and you let 
him buy an inferior article, you set up a liability 
for yourself. You’ve seen inferior goods boom- ee ” 
erang back to the dealer with a loud thud. BOMECO 


All bronze. Hemmed 





Take Weather Strip. If you let the customer lie Nie skekns 
go out of your store with a low grade strip he a cibhedl pune 
is going to be dissatisfied with it, and with you. 

And his requirements may have been such that ee 9 
you could have sold Bosley’s “Bomeco” All AMECO 
Bronze with only a little more effort—certainly Copper coated steel, 
with more benefit and profit both to you and Mr. and moth proof felt. 
Consumer. 2 Double contact feature. 

The Bosley Company has spent sixty years 
developing the various “Bosley” brands, and now *KOPAR” 
offer all types of Weather Strip from all bronze 
down to the lightest felt practical for real protec- Copper — = 
tion. A full line, offering full value in every and x oo ee 
eta ion. Four sizes. 








No one living wants a beautiful diamond in 
a brass setting. You will not sell poor fixtures 
for a fine home. You can scarcely afford to 
meet the urgent requirement of the home owner 
for Weather Strip with a low grade. By selling ea A 
the right grade to the man who first planned F ply fabric, impregnated 

. i ‘ with grease-proof rub- 
to buy price you give him double value for ies 
only slightly more—and that little more is usually 
clear profit for you—when the strip is Bosley’s. 


HEAT SEAL 
29 


All cushion. Best 4- 



















RASA i i 





The D. WW Bosle Com an Since your grandfather bought good Weather Strip from Bosley 
: y P y the annual national purchases have reached millions of feet. Sold 
Chica: oO Ill by leading wholesalers everywhere. Ask your jobber’s salesman, 

$ ’ 7 or write us. 





ROSLEY’ 


Weather Strip 


Trade Mark Registered 
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merican 
Hexagon 


Poultry 
“Netting 


‘ini enaee s— ut Prowling Animals eT 
j Eps OUl LPOWIING A a/S- 
or atter Weaving , Keeps out Prowlin 


American Hexagon Poultry Netting 





American Steel & Wire Company 


Subsidiary of United States Steel Corporation 








The Sign of Quality 
-and Profit 


If your good name and profit mean —in looks—in dollar for dollar value. 





anything to you, you cannot afford to Guaranteed full weight—full gauge 
overlook quality in the articles you sell. | and length. Rolls flat and stretches 





Remember, your repu- up even. 
tation is bound up in the Sell American Hexagon 
products you sell. Poultry Netting — guar- 


anteed to satisfy your 


Here is a netting with 
a hundred years of wire- customers. 
making experience in it. All the resources of the 


American Steel & Wire 





A hexagon netting that no 
poultry netting sold any- American Hexagon Poultry Net. Company are pledged 


ting. Made in 2”- 143”- 1” and 4” 
h b aa Special Stain tater oe k d thi 
—e — in 3 w ‘ 
where y anyone at any coe inc wy Rolls of 150 lin- tO make goo this guar 
eal feet. 


price, can surpass in service antee. 











American Steel & Wire Company 


Subsidiary of United States Steel Corporation 
208 S. La Salle Street, Chicago 30 Church Street, New York 


Other Sales Offices: Boston Cleveland Worcester Philadelphia Pittsburgh Buffalo Detroit Cincinnati Balttmore 
Wilkes-Barre St.Louis Kansas City Minneapolis-St. Paul OklahomaCity Birmingham Atlanta Memphis Dallas Denver Salt Lake City 
U. S. Steel Products Company: San Francisco, Los Angeles, Portland, Seattle Export Distributors: United States Steel Products Co., 30 Church St., New York 
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They ll never buy hardware 
from a Robot 


ERE’S a new kind of a store that’s A home is being planned. Mother and Dad and 

















A 
eo) 
= =x A 





causing a lot of talk. Not a clerk in perhaps some of the children spend countless 






it—just machines. Walk in, drop a __ hours shopping around. They “go into con- 





dime or a quarter in a slot and out ference” on furnaces and heaters. They choose 





comes a handkerchief or their hardware just as care- 
Good Buildings Deserve Good Hardware 


POP ry Te 











cigarettes. And the machine fully as they choose their 





oe 












never forgets to say “Thank 





design of house. And rightly : 





so for hardware is a part of 
the house. That’s why 


? 
you: 






But machines will never 
sell Good Hardware. Why? 


‘Because the purchase of 





they’ll never buy from a 






machine. 






hardware is a personal mat- And it’s also a reason why 






ter. Style is a pretty impor- the dealer with a complete ! 





tant factor these days. And tock, well displayed, will 






style has spread from Fifth draw the home builders to 






his store. They are interested 
in Good Hardware. They 


know a little about what 


Avenue all over the country, 





right into the Hardware 






Stores. How many new 






they want. What a chance 
for the Corbin Dealer! He 


can give them information 


items are on your shelves 













that no one dreamed of four 
years ago? Color is here, 


there and everywhere. New they need. He can show 





beauty, new designs, new materials have them authentic styles complete in every item 
changed the appearance of our stores. for every room in the house. Are they in- 
: Not so long ago it was usual for customers terested in Colonial? He has it. Perhaps Geor- 


to ask for ‘‘a lock” or some other item of — gian? He has that, too. Dozens of styles, all 


builders hardware. But what do they ask authentic, all complete down to the smallest 
: today? “‘Colonial—Georgian—Spanish.”’ item—that’s what they want to see and that’s 
} Along with the new style consciousness has what the Good Hardware—Corbin Dealer has 
come a new buying technique. For example: to offer. 


P. & F.CORBIN 3 Ssania 
° ° 1849 CONNECTICUT 


The American Hardware Corporation, Successor 


New York Chicago Philadelphia 
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DEADLOCKS and 
DEADLATCHES 





Burglars don’t tell your customers which door 
they will attempt to force. Sell the right Yale 
Deadlock or Deadlatch for every door. 


This Yale Rotary Bolt Deadlock, No. 192, is 
designed for use on any entrance door exposed 
to violent attack, locking the door and jamb 
together in a single, inseparable unit. It has a 
three-quarter inch bolt of hardened steel (with 
two heavy steel projections) and 3% inch throw, 
eliminating possibility of shearing bolt under 


the action of a jimmy. Case and strike are 
made of exceptionally heavy brass. 


This general service Yale Deadlatch, No. 042 
with black japan case, serves a variety of lock- 
ing purposes and sells at a popular price. It 
embodies the pin-tumbler cylinder mechanism, 
and may be deadlocked manually against end 
pressure by additional turn of key or knob. 
This prevents forcing back of the bolt. 





This Yale Deadlatch, the famous Yale No. 44 
Automatic, has a double-throw bolt. It does 
automatically what so many of your customers 
forget to do manually. It combines the functions 
of the ordinary springlatch with the security of 
the deadlock, and is the only lock possessing 
both these features. The beveled bolt automat- 
ically snaps into the strike almost double the 
usual distance, when door is closed, without 
need of using key from outside or turn-knob 
on inside, and is proof against end pressure. 





These three iocks are absolutely the best locks of their type on the market. When you sell Yale 
quality protection for every door, your customers receive the maximum benefit, and you 
make the full percentage of profit to which you are justly entitled. Explain to your cus- 
tomers the real value of quality, and that quality alone gives them their full monew’s worth. 


Yale Locks and Hardware Are Sold by Hardware Dealers 
THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U.S.A. 


Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 






YALE MARKED IS YALE MADE 
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WE ANNOUNCE— 





THE WORTHINGTON LINE 
of CIRCULATING HEATERS 


Consisting of Colonial, Crusader, Pocahontas, 
Senator and Radiona. The most compre- 
hensive line being offered by any manufac- 
turer or distributor this season. From the 
smallest circulator made to the finest—at any 


price. 


TRAVELLER’S LUGGAGE 
for the HARDWARE DEALER 


Another comprehensive yet compact line. 
Up-to-the-minute in smartness—yet medi- 
um in price. 


Luggage has two big seasons—Summer 
and Christmas. You can supply both 
intelligently and economically with the 
Worthington Line. 


AND MORE 
LOOTH ANNIVERSARY SPECIALS 


CENTENNIAL VELOCIPEDES—Equal in beauty and quality to our now famous 
Centennial Bicycles. ; 

ANNIVERSARY SHOT GUNS—Both single and double barrel and the outstand- 
ing gun values of 1929. 

BESIDES MANY OTHERS—Each one in a class by itself, as all our ‘““ANNIVER- 
SARY SPECIALS”’ are. 

These Specials are making Hardware History. They are creating new standards of 

value. They are making new profits for the dealer. 





Let us help you make OUR Centennial Year YOUR Biggest Year 


1829 THE GEO. WORTHINGTON Co. 1929 
CLEVELAND 
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Links and Rivets 


CHAIN is as strong as its weakest 
link. So, too, the strength of any 
product held together by means of 
rivets is largely determined by the 
quality of the rivets used. Our rivets 
are made from special metal that in- 
sures maximum strength. Constant 
inspection keeps our Tubular and 
Clinch rivets uniform in quality. 





























Pacific Coast Representative, 
J. T. McDEVITT, 
Postal Telegraph Building, 
San Francisco, California 


fpproved / 


——— by the keenest 
buying brains in the country 


























TUBULAR RIVET & STUD 
COMPANY , 


BOSTON 












‘The largest 
factory in the 
world devoted 
lo the manu~ 
facture of 

Jubular and 
Clinch Rivets 
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0) 01 O20 FM ba 
IN CHAIN 




















There is satisfaction as well as profit in 
every sale of ACCO Chain or Farm Chain 
Specialty . . . satisfaction in knowing 
that every link has built into it quality 
of chain manufacturing craftsmanship 
of over a quarter century’s standing. 


Breast Chains, El-Wel-Tra Trace Chains 
and Repair Links are especially season- 


able items now. How is your stock? 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 


World’s Largest Manufacturer of Welded and Weldless 
Chains for All Purposes 


ACCO 
‘CHAIN. 
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WICKWIRE 
BROTHERS 


Bronze Screen 


Wire Cloth 








Costs More 
Than Steel 
Wire Cloth, 
But— 
Returns 
More Than 
the 
Difference 
in Service 











Pleasing the Owners of Thousands of Homes 


All brands of Wickwire 
Brothers Screen Cloth will 
be furnished this season in 
rolls of one piece each, 
also all brands will be fur- 
ttished, in addition to 100 
lin. ft. rolls, in 50 ft. and 
25 ft. length rolls, without 
extra charge. 


Our Other Brands Screen 
Cloth 
Cortland Black Enameled 
Cortland Gray-Wick 
White Metal Finish 
Wickwire Premier 
Wickwire Copper 


When home owners get five, ten, fifteen and sometimes 
twenty years’ service from a screen wire cloth it must be of 


unusual quality. 
WICKWIRE BROTHERS Bronze Screen Wire Cloth is. 


Customers have written us that this brand has lasted 24 
years. 


What a tribute to the materials and workmanship—90% 
Copper and 10% Zinc, uniformly Full Gauge Wire, every 
operation from raw material to finished product being done 
under our personal supervision. 


This sturdy screen wire cloth never rusts—the Zinc provides 
the required tensile strength, as well as the ability to resist 
corrosion. That’s why it withstands salt air, acids and gases. 


Made in 14”, 16” and 18” mesh, in even width from 18” to 


48”, double selvage. 100 lineal ft. to the roll. Sell the 
brand that pleases customers and increases sales. 


Your jobber will supply you. 
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Now! With this new 

: Primos line 
PENNSYLVANIA dealers can compete 

in every price class 














q Style Z—Bronze 
set Og ag ni — Style W—Ball Bearing 
See ee eee 3 crucible steel blades 4 erathle tal Gans 








SS 


FOR more than half a century, the world-famous PENNSYL- 
VANIA Quality Mowers have been available to lawn mower 
users who know that the best lawn mower is always cheapest in the 
long run. 

But not until now—with the introduction of the new PRIMOS 
line of low-priced mowers—has a PENNSYLVANIA-built prod- 
uct been available to those mower users who are influenced primar- 
ily by first cost. 

Every PENNSYLVANIA dealer who knows the merchandising 
value—in any price class—of PENNSYLVANIA experience and 
reputation will lose no time in asking his jobber for complete details 
and prices on the new low-priced PRIMOS line. 


PENNSYLVANIA LAWN MOWER WORKS 


1615-35 North 23rd Street, Philadelphia, Pa. 
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A Steady, Profitable Selling Line 


rwoso Bath Room Fixtures invite attention 
and command respect. Note the symmetry 
and grace in the fixture shown. New designs 
are continually being added. 


Their attractiveness combined with the 
fact that x Bath Room Fixtures never 
rust or corrode makes them a steady, profit- 
able selling line. Over 300 patterns. 





We also manufacture Furniture Trimmings, 
Upholsterers’ Nails, Eyelets, Grommets and 


Washers. 


No. 3805 


AMERICAN RING COMPANY 
Bath Room Waterbury Connecticut 


Branch Offices: 


& 
Fixtures Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 
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BwWEEI’S STEE L C SOMPANY - W’ ILLIAMSPC RT, PENNA. 
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Extension 


























bY 
Common 


Extension 





BABCOCK 


SPRUCE LADDERS 


Manufactured of 


Air Dried Spruce, full strength of material 
in; don’t take chances, accidents are expen- 
sive. Be sure ladders are marked 


BABCOCK SPRUCE 


WRITE FOR PRICES 


W. W. Babcock Co., Bath, N. Y. 








Victor Fruit Single 







as | 


. 
Single Ladder 











































Is it any wonder that Myers Self- 
Lubricating Pumping Jacks bring 
trouble free, low cost power water 
service to those who depend on them 
for their daily water supply? Is it 
any wonder that so many dealers 
recognize their superior qualities and 
sell and install them? With positive 
lubrication to guard against excessive fric- 
tion and wear, with complete housing of 
all working parts to protect against dirt 
and the elements, with high class construc- 
tion and ample strength to provide for 
heavy duty and to lengthen service years, 
they are a practical and simple solution to 
power water facilities for the farm or coun- 
try home until such time as a complete 
hand or power water system is installed. 


If you are not now handling Myers Self- 
Lubricating Pumping Jacks, engine or 
motor drive, write us for literature and 
prices. 





Te FE.MYERS & BRO.CO.Ashiand Ohio. 
MANUFACTURERS FOR OVER 
MYERS "HONOR-BILT” PUMPS FOR EVERY 

HAY UNLOADING TOOLS -DOOR HANGERS 











FIFTY YEARS OF 
PURPOSE 



























Hay 
Tools, Hay 
Rack Clamps | 
and Door 
Hangers are 
seasonable. Act 
today. Wire 
orders receive 
rush attention. 


fo 


= 
MOTOR DRIVE 
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CATALOG OF THE HARDWARE TRADE 


Master Ke ey” 


. 300 Manufacturers are finding HARDWARE AGE 
CATALOG a most convenient way to keep buying informa- 
tion of their products constantly on the hardware buyer’s desk. 
Hardware Buyers say there is nothing of greater importance to 
them in the progress of their business. 
It is the alert manufacturer who has fully informed himself regard- 
ing its sales creating advantages who is making it profitable to 
himself. 


Make this Master Key to larger business open up its opportunities 
to you, too. 


HARDWARE AGE CATALOG 


239 WEST 39th STREET, NEW YORK 

















™ 
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Advertising Story o 













(THE story of Nicholson Files which goes 

inside the homes of thousands of tool 
users is not limited to one or even a dozen 
publications. It is told in practically every 
type of magazine that a tool user reads. 

































Technical 





Magazines 







and and | 
Newspapers Farm Papers | 
To reach the man whose Professional tool users find 
interest in files is strictly the “inside story of Nichol- 
non-professional, Nichol- son Files” in their favorite 






son File advertising appears technical journals and the 
in such national media as 


Collier’s and the Saturday farmer reads it in the 
Evening Post. To cover the Country Gentleman or 
industrial buyer impor- any one of a number of 
tant newspapers are used. sectional farm papers. 



































EE ORE TE eee ee 
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The “inside story” of Nicholson Files 


is essentially a story of sales for 
whol so dealers who carry our product in 
USA shapes and sizes to meet the demand. 


a raed NICHOLSON FILE COMPANY 
Providence, R. |1., U.S.A. 


A FILE FOR EVERY PURPOSE 
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You can profit from 


SARGENT’s reputation for sturdy construction 
and durability of materials 


Even in the smallest items your hardware 


line can stand for quality 


a es I I et et ee et et rt 





Derjection Oil and Molasses Gates 


FIVE sizes, three models. Screw straight shank pipe 
thread, attached to pipe by couplings; flange and inside 
thread to screw on pipe; screw taper shank for wood. 
The valves are “lapped” by a special process to assure 
a perfect fit and to prevent leaking. Each gate is sub- 
jected to a hydraulic test before leaving the factory 
and is guaranteed not to leak. Made with padlock eyes 
to protect against use by unauthorized persons. 


Ice Picks 


No. 120, enameled wood handle, assorted colors—red, 
yellow, blue, green and white—polished tempered steel 
blade with long taper and needle point. No. 20, also with 
polished tempered steel blade with long taper and needle 
point, and tinned cast-iron loop handle. The heavy handle 
is shaped to fit the hand comfortably. Useful as an ice 
breaker and the beveled part of the loop will serve as a 


bottle opener to remove caps. May be hung up by the 


loop and will not roll off a flat surface. 























sh) 


Eye Bolts and Screw Hooks 


OF WROUGHT steel, both plain and galvanized, and 
manufactured to make them the best that can be ob- 
tained for heavy service. Hand-forged eyes give the 
eye bolts a particularly rugged construction. The screw 
hooks are made in 7 sizes, from % to % inch in diameter 
and 4% to 8 inches long. The eye bolts that screw are 
made in 7 sizes, from %4 to % inch and 3% to 8% inches 
long. The eye bolts with nuts come in different diam- 
eters, from 5/16 to % inch and different lengths, from 
3%4 to 11% inches with eyes of different sizes, from 
3% to 1% inches. 








Pulleys 


Sash Pulleys—Bronze faced, equipped with and without 
anti-friction rollers. The groove of the wheel is suit- 
able for either sash cord or chain. Similar pulleys in 
iroh face in various finishes. Awning pulleys—Japanned 
and cadmium-plated. In all sizes from 1% to 2% inches. 
Also with double wheel and swivel eye. Side pulleys— 
Japanned finish, made in all sizes from 1 to 5 inches. 
Larger sizes of these side pulleys have 4 screw holes. 
Screw pulleys—Japanned finish, made in many varying 
sizes from % to 4 inches. 
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SARGENT 


LOCKS & HARDWARE 
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TESTER 


¥ J TRADE MARK 


























Week of 
July 14th to 20th 


ceThe. light that 
never fate’? 


AE moon will always have 

its customers. It’s one of 
the oldest lights in the world 
yet it never fails to attract new 
admirers. 


With flashlights, however. 
there’s another story. An 
OLD-STYLE light will NOT 
attract new customers. Win- 
chester. therefore. has intro- 
duced new features in its 
flashlights and the swivel hook 
hanger. springless focusing 
adjustment, bulb-protecting 
shock absorbers, spot and tar- 
nish-proof reflectors, deeply 
corrugated cases, non-rolling 
lens caps and positive-contact 
switches are all talking points 
that will appeal to customers 
TODAY. 


Better still. Winchester is mak- 
ing lights in altogether new 
‘designs which will appeal and 
sell to people who are already 
well supplied with standard 
styles. The Headlight. ittus- 
trated here. is but one ex- 
ample. 


ae. eo 











Here’s One You Can Sell No 


Matter How Many Flashlights 
Your Customers Now Own 


fig Winchester Headlight fastens to the 
head or hatband while its battery case 
slips handily into the user’s pocket. It turns 
with the head, tilts at any desired angle, 
throws light wherever the wearer looks and 
leaves him both hands free. For motorists, 
sportsmen, farmers, doctors and in many 
other fields it serves with great convenience 
where no other type of light could advan- 
tageously be used. You can sell these lights, 
therefore, to people who already own the 
standard tubular styles and this market, after 
all, forms your biggest flashlight field. Ask 
your jobber for full details. 


2 Styles 
Diffusing 


Gives 40 ft. 
circle of light. 


|, ae eee Focusing 
‘ 360 ft. range. 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 


WINCHESTER REPEATING ARMS C0. 
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ouit ) . 4 
ure, its an Atkins 


Other well-known Atkins brands are Nos. 50, 51, 52, * 
64, furnished with Old Style Block Handle for those oS 
who prefer the old pattern. 


Today, saw users are particular about the saws they 
buy. Practically every carpenter and mechanic the 
world over is impressed with Atkins famous “SILVER 


ee ee er ne anne eenen me Remember, Atkins Saws are furnished in Regular 
have the Two-Way Taper Grinding which makes it Width, Skew or Straight Back, or in the Light, 
unnecessary to carry a wide set; and the exclu- Narrow Ship Patterns 


sive Mirror and Damaskeen polish. 
Make your next order read 


ATKINS. Try our profitable 
SILVER STEEL Hack Saw Blades 
which come to you mounted on card 
for immediate sale to machinists, 
garage mechanics, farmers, etc. 


Atkins Nos. 53, 65, 400 and 401 are 
equipped with the world renowned 
Improved Perfection handle—the 
handle that prevents wrist strain and 
makes sawing fast and easy. 
A PERFECT SAW WINDOW DISPLAY & 
MATERIAL ON REQUEST 5 


FOR EVERY PURPOSE 





INDIANAPOLIS 


E.C.ATKHINS & COMPANY INDIANACU.S.A. ig 


Established 1857—The Silver Steel Saw People 
Machine Knife Factory: LANCASTER, N. Y. Canadian Factory: HAMILTON, ONT. 


New Orleans Portland Minneapolis 


Memphis Atlanta Paris, 
New York San Francisco Vancouver, B. C. 


Seattle Chicago ‘France 
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Massey 


MARES AVAILABLE 
HINGES OF TRUE 
MODERN DESIGN 

















This page reveals for the first time hinges in the 
true modern design . .. The hinge shown above is 
readily recognized as adirect descendant of congested 
metropolitan areas. Modernists were quick to seize 
upon the “set-back” skyscraper as a motif because it 
created lights and shadows of unusual and interest- 
ing shapes—The Nirvana of Modernism. The hinge 
shown 1s 3713 in Electro Dead Black with tips of 
polished chrome . . . The design at the right is a bit 
in advance of the present vogue. It is inspired by the 
trend of modernism on the Continent where the van- 
uard is replacing the angular with curves. The 
em photographed is 3713 with one leaf in dull 
brass, the other in dull bronze and polished nickel 
tips—a harmonious use of the three metals accepted 
in modern treatment . . . All high-grade McKinne 
Hinges are available in these modern designs wit 
finishes of various combinations...In ordering 
use suffix “5g” for pin shown above and suffix “% 
to designate the pin shown at the right, that is, 
3713% or 3713%. 


McKinney Manufacturing Company, Pittsburgh, Pa. 
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TRADE ! 


WINDS 


By Liew S. SOULE 


ODINIONS OR FACTS? 


VERY man has a right to his own opinion. 

At the same time every retail merchant should 

definitely realize that merchandising today is 
a science and that every science is built on fact 
rather than opinion. 


It may be based on evidence, 
or it may have no real basis. It may or may not be 
true, either wholly or in part. Fact, however is 
reality; truth. Your opinion cannot change facts, 
but a knowledge of facts may change your opinion. 
Certain it is that the independent merchant of today 
who depends entirely upon personal opinion for 
business guidance, has little chance to succeed in 
competition with those whose policies are governed 
by facts. 


Opinion is belief. 


Do you know the amount of money spent annually 
in your community for merchandise? Do you know 
approximately how much of the total is spent for 
hardware? Undoubtedly you have an opinion on 
the subject, but have you the facts? 


Are you carrying the merchandise which the peo- 
ple of your community want, in the proper quanti- 
ties, and at the right prices?) Again you may have 
your opinion, but is that opinion baSed on faets? 
Too many independent hafdware merchants are 
buying in accordance with their own ‘likes and dis- 
likes, rather than on a basis of knowledge as to what 
the public wants; too many are guessing as to the 
amounts required ; too many are-filling their stotks 
with duplicate items, because itis their “personal 
opinion” that in this way they can satisfy the wants 
of all customers. Meanwhile the majority of those 
same dealers have no definite knowledge of “con- 
sumer preference” on which to base their opinions. 


Many of our opinions are inherited; some are 
merely the reflection of prejudice; some are the 
direct results of high sounding phrases or statements 
accepted without investigation; others are mere 
fallacies. 


Take as an example, the widespread statement 
that the retail merchant is the “Purchasing Agent” 





tor his community. At the recent National Hard- 
ware Convention, W. N. Netf, Abington, Va., 
called attention to the absurdity of that claim. No 
community, he said, hires any merchant to buy goods 
for its individual members; no community regards 
any merchant as its “purehasing agent”: no com- 
munity specifies what, or how much, any merchant 
shall buy. Often the people of a community do 
not even know what the local merchants buy. 


The fact is ‘that the independent merchant is a 
free agent, buying and selling merchandise on his 
own responsibility. If he buys and sells in accord- 
ance with facts, he will succeed. If he uys and 
sells according to personal whims, without considera- 
tion offacts, he will, in all probability fail. 


No, the independent merchant's business is his 
own, and it is up to him to conduct it properly. The 
customer cannot conduct it for him; the customer 
does not want to conduct it. The customer has his 
own affairs to attend to. As a matter of fact the 
customer’s only interest in merchandising, is to buy 
the goods he wants, to his own best advantage. He 
isn’t interested in whether or not the merchant 
makes a profit. He is indifferent as to whether or 
not any particular merchant stays-in business. 


But—despite the fact that the independent mer- 
chant is not the official purchasing agent of his com- 
munity, his success depends upon stocking the mer- 
chandise which the people of his community will 
buy, and then selling that merchandise to them. If 
he buys on personal opinion, he may or may not be 
right. If he buys on facts, established by investi- 
gation, and sustained by accurate records, he will be 
right. 

Finally, it is well to remember that what is a fact 
in business today, may not be a fact tomorrow. 


Facts of twenty-five years ago are responsible for 
a lot of opinions which spell failure today. 


Your success as an independent hardware mer- 
chant depends upon verifying your opinions, and 
keeping up with the facts. 
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Kankakee’s Hardware Department Store Is 


REmodeled, REequipped and REdecorated 


~ WOMPLETE | transfor- 
C mation has been ac- 
complished in Kanka- 

kee’s (Ill.) “Hardware De- 
partment Store.” The hard- 
ware establishment of Baird- 
Swannell, Inc., has lately been 
brought up to ultra-modern 
standards through an exten- 
sive program of re-’s—re-modeling, re-equipping and 
re-decorating. This rejuvenation process was so thor- 
oughly and efficiently carried out that the establishment 
presents all of the aspects of a brand new store. Manag- 





FRED W. SWANNELL 


Baird-Swannell, Inc., Celebrates Tenth Business 

Anniversary in Kankakee, IIl., by Rejuvenating 

Its Very Successful and Carefully Department- 
ized Retail Hardware Store 


ing Director, Paul Mulliken 
of the Illinois State Associa- 
tion, says the store was worth 
traveling miles to see and it 
has likewise been effusively 
praised by every man identi- 
fied with the hardware indus- 
try, who has had the oppor- 
tunity to “look it over.” 

The firm name, Baird-Swannell, Inc., is derived from 
the names of Thomas Baird, president of the company, 
and Fred W. Swannell, secretary-treasurer. This pair 
make up a “matched team” of partners that is hard to 





THOMAS BAIRD 








4 ee is the view the proprietors of Baird-Swannell, 
Inc. have from the balcony office. From this vantage 
point they can closely watch the day’s activities and 
observe faults and virtues in their operating methods. 
You can see the model kitchen on the left hand side of 
the front door and the radio department on the right 
hand side. 


(es open display tables are arranged in battery 
formation which makes it easy for the customer to buy 
and by virtue of the ample aisle space encourages him to 
stroll about the tables to look at various lines. This 
plan also simplifies the physical departmentization of 
stock, making it easier to keep it in proper balance and 
proper display sequence. 


























ticks denice ela eG 


ROM the front right 

hand corner of Baird- 
Swannell’s new store you 
would see this grouping of 
tables and merchandise. The 
display section in the base of 
the first table is electrically 
lighted. On the top of the 
first three tables are fire- 
works, displayed just prior 
to July fourth. Other equal- 
ly seasonal lines will follow 
this group. Seven-foot 
stairs lead to the basement 
display and _ salesroom. 
These are at the left of the 

picture. 





beat. Each partner has charge of one of the two impor- 
tant divisions of the firm’s activities. Thomas Baird 
conducts the heating and sheet metal end of the business, 
and under his direction an average of 250 furnace in- 
stallations are made yearly in the territory surrounding 
Kankakee. This fact in itself is sufficient evidence of his 
business acumen in this department. Fred W. Swannell 
capably manages the store proper. Mr. Swannell has a 
reserve of dynamic energy. In addition to the duties 
entailed in the actual management of the store he has 
the inclination to be of service to his fellow hardware 
merchants and has always found time to devote to their 
interests. At present he is serving as vice-president of 
the Illinois Retail Hardware Association and for the 
past several years has been one of the “wheel-horses”’ in 
association endeavors. 

Since its inception ten years ago, the store has always 
deserved an excellent rating as a progressive hardware 
establishment, with the reputation of being one of the 
largest and most favorably known hardware firms in 
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any city of comparative size. Through constantly and 
consistently adopting improved methods and striving to 
create even a stronger bond between their store and its 
steadily increasing clientele of satisfied customers, the 
business was so carefully nourished that it exceeded all 
expectations. Recently it became obvious that additional 
space, permitting better display, was required for their 
rapidly expanding requirements. This situation, aug- 
mented by the present period of transition in retail mer- 
chandising practices, the changes in fixture design and 
the more efficient planning in store lay-outs, brought 
about their decision to make complete alterations. 

The partners resolved to do the job in accordance 
with the most modern methods, keeping in mind their 
experience and being guided by the factors that would 
exactly suit their store. Numerous specialists, who are 
conceded experts in store planning, merchandising 
methods and fixture design, were consulted. The re- 
juvenated store is the result of the combined suggestions 
and collaboration of the best advice it was possible to 
obtain through these channels. 

(Continued on page 54) 
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HINA, glass, __ gift 

merchandise, cos- 
metics, toilet goods, 
kitchen cutlery, toys and 
other attractive lines are 
displayed in the base- 
ment. This picture shows * 
one corner of the down- 
stairs sales floor. Spe- 
cial lighting and venti- 
lating scientifically in- 
stalled makes this a pleas- 
ant place for the ladies 
of Kankakee to shop. 
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An Interpretive Summary on 


THE WORK OF THE 
HARDWARE COUNCIL 


Based on Reports at Biloxi Meeting 


general way just how the Hard- | 


officially for either their firms or their 


| eels readers learned in a] only as individuals and do not speak 


ware Council operates and plans 
its advisory activities. 
how four representatives from both the 
American Hardware Manufacturers 
Association and the National Retail 
Hardware Association with two mem- 
bers each from the National Hardware 
Association and the Southern Hard- 
ware Jobbers Association meet twice a 
year in the interest of the entire hard- 
ware industry. You were told of the 
intensive study given pressing problems 
of hardware distribution and merchan- 
dising and of the careful method pur- 
sued in preparing and then revising 


reports before they are broadcast to | 


the trade. 

The manufacturers, wholesalers and 
retailers delegation to the Council each 
presented to the recent Biloxi confer- 
ence a report suggesting solutions to 
current hardware distribution prob- 
lems. 
proached the problems from its own 
standpoint as a factor in distribution. 
Instead of following the altogether too 
common practice of pointing an accus- 
ing finger at each other in describing 


You were told | 


associations. The suggestions in these 
summaries are made by the Hardware 
Council. You will find the manufac 
turers, wholesalers and retailers sum- 
maries in the order named. The sug- 
gestion and findings as found in each 
summary relate specificially to the par- 
ticular group mentioned unless other 
wise stated. The summaries follow: 


THE MANUFACTURERS’ 
SECTION 


Due to efficient management and 


| modern equipment, production facilities 


have greatly increased in many in- 
stances, without regard to the con- 


| sumptive capacity. Regular channels of 


| 


As explained, each group ap- | 


trade evils and suggested improvements, | 
each group accepted its group responsi- | 


bility and confined its recommendation 
primarily to that group. The result was 
three very helpful reports. Each was 


read in full to the Council, then criti- | 


cally analyzed paragraph by paragraph, 


so that in final form each report had | 
the full benefits of collective thinking. | 


At an early date the full text of 
these reports in their final form, will 


be available for general distribution as | 
a composite report showing the relation | 


of suggestions in the three reports. 

To give the trade a_ preliminary 
knowledge of these valuable reports we 
are privileged to publish these three 
short interpretive summaries which 
should be carefully studied and wher- 
ever practical adapted to your own in- 
dividual case. 

It must be clearly understood that in 
expressing their opinions in the Hard- 
ware. Council reports, members speak 





distribution being unable to handle the 
increase, additional outlets have been 
developed bringing about additional 
and uneconomic competition. Recog- 
nizing certain angles of this condition 
many manufacturers have added new 
lines in order to utilize facilities for 
production which exceeded the obvious 
demand for their natural lines. Too 
often these new lines were selected 
without due regard tc their being 
needed and the net result was not satis- 
factory. At best this procedure merel\ 
transferred the difficulties to some other 
line, in which was experienced an over 
supply. An unfortunate result of this 
situation was intense competition on 
price and service all along the line, and 
the market for the product over sup- 
plied, was demoralized and profits were 
adversely affected. 

It was suggested that manufacturers 
contemplating the adding of new lines 
could save themselves the heavy ex- 
pense of failure and help prevent de- 
moralized markets which also affected 
the distributors. By the fullest investi- 
gation of the available sources and cur- 
rent natural consumption of the line in 
question, the manufacturer could de- 
termine the wisdom of adding such 
lines. Help could undoubtedly be 
gained by appealing to companies al- 
ready engaged in the production of 
these lines and before proceeding with 








the machinery of production, the manu- 
facturer seeking additional use for in- 
creased production facilities would have 
a definite picture to work on. 

In the effort to improve the demand 


| for their products some manufacturers 


have lost sight of the benefits of stand- 
ardization and_ simplification. They 
have added styles, sizes, and colors 
which did not increase consumption of 
their products, but merely spread the 
same demand volume more thinly over 
the increased line. The obvious result 
was an enforced extra distribution 
stock investment and the countless 
other expenses of making and selling 
more items in a single line. In some 
instances this tendency has been re- 
flected in the producing of competitive 
grade finishes—the making of near du- 
plicates of a quality product (without 


| the actual quality) in a form less costly, 


worth less and naturally selling for less. 
This plan might influence a temporary 
volume advantage, but is soon checked 
by competitors doing the same thing. 
Again the result is unsatisfactory, there 
being no increased demand created, but 
the normal demand of the former quali- 
ty line has suffered by the promotion 
of an inferior grade which temporarily 
spoils the sale of the higher grade line. 

The introduction of cheaper imita- 
tions encourages additional distributive 
competition for which there was’ no 
economic need. 

Coincident to these evils has been al- 
most a mania for an increased volume. 
New outlets have been sought and de- 
veloped without the development of 
greater consumptive facilities. The re- 
sult here has been an imaginary im- 
mediate increase but the ultimate annu- 
al volume is not increased. It is spread 
more thinly and through more channels. 
making the merchandise less profitable 
to distribute and causing the manufac- 
turers to bear an increased selling ex- 
pense. To quote from the Hardware 
Council report on Distribution. “Since 
all distribution must have its outlet with 
the consumer, the combined flow of all 
the channels can be no greater than the 
consumers’ abilitv or willingness to buy. 
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This condition suggests concentration 
of distribution in existing trade chan- 
nels and an effort to increase ultimate 
and permanent volume through those 
channels. 

Another uneconomic factor in pres- 
ent-day business is the indiscriminate 
return of merchandise by distributors, 
without prior agreement with manufac- 
turers, when the return is desired for 
reasons which are not part of the man- 
ufacturer’s responsibility. 

It being recognized that wholesale 
margins are made for buying in large 
quantities for central shipment, and that 
direct shipments should cost the whole- 
saler less; the latter should accept less 
margin for such orders. 
part of the factory to charge for the 
extra service of direct shipments, often 
encourages wholesalers to seek business 
outside of their natural territories; 
without some of the selling expenses oi 
their own territories. 
a further price cutting campaign in the 
foreign territories which handicaps the 
local wholesaler carrying a stock. Wide- 
spread practice of this condition tends 
to demoralize the entire 
structure of an industry. Direct ship- 
ments permitted at the same cost, as 
regular manufacturer to jobber to re- 
tailer business, permits the so-called 


Failure on the | 





This encourages | 


wholesale | 


brokers and others carrying no stocks to | 
offer severe competition to those whole- | 


salers who carry a stock and perform 
their complete functions. 

Concluding the report of the manu- 
facturers’ section it was agreed that all 
factories should be industry-conscious, 


when framing a sales policy and should | 


not seek temporary gains at the expense 


of the remainder of that industry. The | 
same principle is of course true in re- | 


vising any established sales policy. 
THE WHOLESALERS’ SECTION 


There being too many wholesale 
hardware firms competing for avail- 
able business, it is thought that ineff- 
cient, poorly managed concerns will 
either fail or be absorbed by more effi- 
cient competitors. An important phase 
of efficient wholesaling is the analysis 
of existing selling territories, with a 
view of eliminating those which are 
unprofitable either because of limited 
available business or because such sec- 
tions might better be served from an- 
other wholesaling point. In connec- 
tion with the study of territories, it be- 
comes necessary to consider the ad- 
visability of less frequent calls upon 
retailers; to encourage the latter to 
mail more orders and perhaps the cur- 
tailment of selling forces. 

Before selling an opening retail stock 
order for a new store, wholesalers 
should determine: the need of such a 
store in the proposed location; the 


- 





financial ability of the prospect; his 
experience and ability in the retail hard- 
ware field and his reasonable chances 
for being successful. Failure to con- 
sider these factors encourages the 
establishment of inefficient, unsuccess- 
ful retail stores which quickly become 
a liability on the entire industry and 
often jeopardize the progress of a 
nearby store formerly successful. The 


loss of the latter’s trade will more than 


offset the temporary advantage of sell- 
ing the opening order of the unsuccess- 
ful store. 

Other highlights in this section of 
the report are: that wholesalers should 





sell hardware only to those retailers | 


who regularly carry related lines in 
stock for resale and who intend to con- 
tinue to do so; truck deliveries should 


tion faced by public utility selling ac- 
tivities, it was urged that dealers, be- 


come acquainted with local utility 
executives, show them the unfairness 
of some of their methods, and at the 
same time plan to work more closely 
with such organization so that they can 
claim less necessity for their tactics. 
Operate installment selling, trade-in al- 
lowances, etc., only on a very sound 
basis and endeavor to have local power 
companies do the same thing. 

The report urged modernized stores 
to facilitate operation and increase sales 


| by display; to study opportunities for 


adding new lines and in every possible 
way be alive to community require- 
ments in the matter of varieties and 


| goods available for sale. 


be restricted to localized zones; phone | 


calls from retailers should be paid by 
them and credit regulations of whole- 
salers should be efficiently determined 
and so enforced. 

The Council urged wholesalers not 
to sell at retail from wholesale depart- 
ments and agreed that manufacturers 
should realize that any attempt of theirs 
to perform the wholesalers’ functions 
in selling direct to retailers, increased 
their own selling expenses and gave 
competition to the wholesalers in a 
wholly unwarranted way. 

The first obligation of the whole- 
saler is to help his retailer customers 
progress prosperously by carrying ade- 
quate wholesale stocks, assisting dealers 
in their buying and in aiding them in 
their problems of store arrangement, 
display of goods and the actual mer- 
chandising. For wholesalers to render 
this aid properly it is necessary that 
retailers restrict their purchases to 
fewer sources of supply. 


THE RETAILERS’ SECTION 


The report of the retailers to the 
Hardware Council was based on a re- 
vision of the N.R.H.A. “Program of 


Applied Activity for Better Retailing.” | . ; rales eee 
This program it will be remembered, | '"S the dealer’s customers is minimized; 
. mie . } 


was taken from the findings of the 
3oston Congress, and was the basis for 
the State conventions of 1929. It was 
the Boston Congress, which introduced 
“Henry Brown” as the typical, or com- 


posite average retail hardware mer- | se 
| energy to the more important activities 


chant of the country. 

Taking into consideration that re- 
tailing practices must conform to 
changes in buying habits, this report 
suggested that dealers should study not 
only prices but also values, display and 
selling methods offered by competing 
stores; be more aggressive in merchan- 
dising, more orderly in their -store- 
keeping and have the courage to ask 
for prices consistent with the values 
offered. 


In connection with competi- | 


Recognizing the influence of price 
appeal and the narrowing margins on 
many lines the report suggested maxi- 
mum attention and selling effort to 
lines, that by virtue of higher quality 
and better satisfaction and service to 
the consumer would give greater satis- 
faction to the dealer; in pricing avoid 
standardized mark-up and base prices 
on apparent value and the time required 
to turn over the stock of any given line; 
concentrate as much as possible on 
articles which provide better returns 


| and consider where necessary certain 


loss leaders, as do many of the hard- 
ware men’s most important competitors. 

In his relation with manufacturers 
and wholesalers, the dealer should help 
reduce distribution costs by discount- 
ing all bills; keep suppliers posted on 
price competition advising particularly 
on prices which the dealer cannot meet. 
In such cases list the goods, the com- 
petitive price; the dealer’s cost and the 
cost of operation so that suppliers may 


| be in position to render assistance based 
} on facts. 


It was also suggested that dealers 
favor distributors whose assistance in 
meeting competition and whose help in 
display and general merchandising is 
most practical; whose activity in sell- 


and wherever cooperative advice is 
given to work with such distributors. 

Proper organization, with efficient 
assignments of responsibility to em- 
ployees so that the owner may devote 
the major portion of his time and 


| of the business were strongly urged, 
| so that there is less wasted motion, and 


a proper balance between salaries and 
gross profits. 

Other highlights in the retailers’ re- 
port were the importance and necessity 
of concentrated buying; the high cost 
of having too many salesmen call; the 
fallacy of blind expense reductions, not 
based on definite knowledge; the need 

(Continued on page 59) 
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Automobile Tires and Tubes the 
Largest Replacement Volume 
Item in the Market 


The Demand Is Steadily Increasing As More Roads Are Improved 
and More Cars Sold—Six Sizes and Types Represent 85 Per Cent 


of the Demand 


By L. E. WHIKEHART 


Advertising Manager, Mansfield Tire & Rubber Co., Mansfield, Ohio 


UTOMOBILE tires and tubes 

A emi the largest replace- 

ment volume item on the mar- 

ket. Many hardware dealers have 

recognized this fact and are operat- 

ing successful and profitable tire de- 
partments. 

There actually exists a greater 

latitude of selling possibilities in auto- 





mobile tires than in almost any other 
line. The demand is so universal 
that the hardware retailer is bound to 
secure a percentage of this business, 
even with a minimum of effort and de- 
partmental activity. With properly 
directed aggressive sales effort the 
results will obviously be more satis- 
factory. 














Some hardware merchants used to 
feel that they were not in the tire 
business, that it was a specialized line 
for other classes of merchants; that 
service was required and that they 
would be setting up competition with 
other merchants that they did not de- 
sire to create. Modern merchandis- 
ing has swept these contentions into 
complete oblivion. It is the new 
order of things to go after every 
kind of business (in major lines) 
that is profitable and worth while. 
Other classes of merchants are doing 
it and making a first-class success out 
of such activity. 

The secret of your organized com- 
petition is “picking off the cream” of 
the business and letting other retailers 
stock and service the unprofitable 
lines. Whether the hardware mer- 
chant is going to continue playing 
the “second fiddle” is up to each one 
individually and entirely. 

Another seeming handicap that has 
confronted the hardware merchant 
handling tires was the lack of floor 
space for a suitable tire department. 
One answer to that is the weeding 
out of inactive lines. Another is the 
installation of time and space-saving 
equipment. Still another is the ex- 
clusive use of your windows for prof- 
itable and attractive lines, and inci- 
dentally tires and tubes properly ar- 


Disp!ay and stock rack of steel mentioned 
in this article. It is furnished by Mans- 
field Tire & Rubber Co., Mansfield, Ohio, 
and is attractively finished in colors. This 
rack occupies 8 square feet. It is 4 feet 
long and 2 feet wide and 6 feet high. 
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ranged make a very attractive win- 
dow display. 

The fact that tires are competitive 
establishes their great demand. It is 
a line worth real effort, one that will 
always be sold and used more exten- 
sively as new cars are placed on the 
highways, as roads improve and as 
distances of travel broaden out. Re- 
gardless of all rumors and seeming 
evidences in the growth of competi- 
tion, the demand still exceeds it and 
will continue to do so, making a place 
for every good wide-awake merchant 
in the sale of this product. 

It is quite interesting to stop and 
observe that buying is just as im- 
portant a part of selling as is the 
actual effort put behind a line of mer- 
chandise. After all it is intelligent 
buying, buying the right thing, the 
proper assortment and the proper 
quantity that counts. The terms 
“just out” or “we have something 
just as good” are the very things 








that promote competitive prosperity. 
There is naturally a limit, as no re- 
tailer can ever hope to satisfy all real 
or imaginary whims of his customers. 
But the fellow who has the highest 
batting average in this respect is the 
one who plays music on his cash reg- 
ister merrily and steadily. 


Recognizing fully the hardware | 


man’s problems in the successful mer- 
chandising of tires, our company has 
studied the subject very carefully. 
We found the jobber’s salesman car- 
rying a line of auto tires and tubes in 
his catalog. In the regular routine 
of taking the dealer’s order, tires 
were mentioned. If the dealer be- 
came interested, the question of sizes 
was discussed and outside of 30 x 3% 
and 29 x 4.40 the dealer was more 
or less confused as to the types and 
sizes of tires that his customers used. 
The outcome, very often, was the 
sale of these two sizes only and as a 
direct result of this buying the tire 








purchaser, when he needed a larger 
size tire, had to go elsewhere to get 
it. Too often this experience might 
encourage him to go elsewhere for 
other merchandise also. 

To cope with this recognized handi- 
cap we made a thorough analysis of 
tire sales and learned that the use of 
six sizes and types represented 85 
per cent of the entire demand. Fur- 
ther study developed a plan for the 
use of the hardware trade. Based on 
this study we have arranged a stock 
assortment of 16 tires and 40 tubes, 
which will give the dealer a selling 
stock, properly balanced in propor- 
tion—a stock of sizes that are actually 
in demand and sold every day. To 
properly display and stock this assort- 
ment in the minimum of floor space, 
with the maximum of display value 
we have designed a metal rack, which 
with the designated stock of tires and 
tubes gives the hardware man a com- 
plete tire department. 








HIS excellent tire and tube display was used re- 
Doherty Hardware Co., Ltd., 
John K. Dyer of this company tells us 
“We guarantee these tires and tubes against defective 
workmanship and material, just as we do other hard- 
We do, however, see to 
it that our customers get satisfactory mileage from their 
We often have a window display on tires and 
tubes ard a:ways keep this line on display in our store. 


cently by 
Rouge, La. 


ware items, such as tools, etc. 


tires. 


Baton 


the best 


turer. 


We do not install tires on the customer’s car. 
not equipped to render this service and we cannot figure 
out where and how such extra cost would be justified. 
We believe it is most essential to have one good line of 
tires and tubes and let each salesman know he is selling 
value on tires and tubes.” 
phasizes the importance of handling tires on which sat- 
isfactory agency protection is provided by the manu fac- 


We are 


Mr. Dyer also em- 
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N my time, I have called on the trade with a forty 
pound hardware catalog and small trunks of sam- 
ples. I have stood around and waited my turn. I 
have been subject to the moods of customers. I have had 
a sales record to think about. I have wondered how the 
figures would turn out on my statement at the end of the 
month. I have had quotas and push lists. All these 
things were once a part of my experience in calling on 
the trade. 

Recently, however, I have had a different kind of a 
trip. No catalog, no samples, no price book, no sales 
records to worry about, but just stopping at good hotels, 
traveling on de luxe trains and dodging the danger of 
eating too much. 

Tennessee is a State about which very little is actually 
known. Tennessee was advertised in a very unfavor- 
able manner at the time of a certain [undamentalist 
discussion. The State of Tennessee, as a result of this 
discussion, was laughed at in the uttermost parts of the 
earth. Fundamentalism, as written up by the news- 

"papers at that time, may be advertising, but it is not 
the kind of advertising that does a State any good. So 
in this short article, I wish to write a few things about 
the State of Tennessce and about the Tennesseeans. 

If I remember correctly, when I was a school boy and 
was studying Latin, Caesar’s Commentaries started out 
as follows: “Gallia est omnis divisa in partes. tres” 
which being interpreted means “All of Gaul. is divided 
into three parts.” Tennessee is likewise divided into 
three parts—eastern Tennessee, central Tennessee and 
western Tennessee. Not a State in the Union has exactly 
the same shape as Tennessee. It is about 600 miles 
from east to west, and about 150 miles from north to 
south. Now please do not write me that these figures 
are not exactly right. There may be a few miles over 
or under. Some of these statisticians take a fall out of 
me every time I write about figures, so much so, that I 
have almost entirely left figures out of my articles. J] 
find it so much safer to write in glittering generalities. 

The city of Knoxville is the metropolis of eastern 
Tennessee ; Nashville is the metropolis of central Ten- 
nessee and Memphis is the metropolis of western Tennes- 
see. There is a magnificent state road, almost as straight 
as an arrow, that runs clear cross the State of Tennes- 
see, from Bristol to Memphis. Off this road, all the way 
along, there are good automobile roads that travel 
north and south. 

I left the Pennsylvania Station, New York at 5:50 one 
afternoon, with a ticket for Knoxville. The next morn- 

ing I traveled through some beautiful Virginia country. 

Some. of the names of the cities were strangely familiar. 

I attempted to trace back in my recollection where I had 

heard of these places before, but I could not. One place 

was called Rural Retreat. I remembered that name 

distinctly, but where I had ever heard of it before is a 


“THE LOST AMERICANS— 


By Saunders Norvell 











mystery. But sure enough, my train stopped at Rural 
Retreat and the ruralites all stopped and looked at the 
train. 

It is a wonderful art they understand in these Southern 
towns of knowing how to rest. They fall into restful 
attitudes so easily! To me it is charming. I am so 
tired of driving and efficiency—time-clocks and all that 
sort of thing that it gave me a real sense of relaxation 
and rest to watch the Virginians rest. I think our train 
stopped at almost every town, and everywhere, no mat- 
ter what they were doing, they would stop, assume their 
restful attitude, lean against the nearest object and gaze 
at the train. It was delightful. 

At 1:40 that afternoon, we arrived at Knoxville. 
There was Bruce Keener, with his genial smile, on the 
platform to greet me. Bruce is the Secretary of C. M. 
McClung & Company, a large wholesale hardware house 
in Knoxville. Soon he was driving me in his car 
through the crowded streets of this well built metropolis 
of eastern Tennessee. 

No Hoosier who ever came to New York with straw 
in his hair ever rubbered around as much as I did, as 
Bruce drove me up the street. I was looking at the 
people. They were a different kind of people from those 
I am accustomed to see here in New York. Great jump- 
ing Jehoshophat! What was peculiar about these .peo- 
ple? Why were they different from the people I usually 
see? No wonder I stared. Finally I:got it! , Ail of 
these people in Knoxville had chins. I came from a 
chinless city. Eastern Tennesseeans have long oval 
faces, straight noses and pointed chins. Most of them 
are thin. Most of the men are tall. The squat, fat, 
chinless men and women I rub up against in the sub- 
way and on the streets of New York are conspicuous by 
the absence of a chin. 

I drew a long breath. Then I remembered that I was 
actually in the cradle of the aboriginal Americans. 
Tennessee was settled way back in the eighteenth cen- 
tury by Scotch and English. They built cabins in these 
beautiful hills. They hunted and fished, and possibly 
now and then they did a little work, but I have more or 
less doubts on this latter point. They were the pioneers. 
After a while, the Tennesseeans trekked westward. 
They were the pioneers in almost all of the Western 
States. 

It is a curious fact that in the years when this coun- 
try was being inundated by a flood of foreign immigra- 
tion, that this immigration passed completely around 
the State of Tennessee. They settled up the West, but 
they left Tennessee just as it was. Therefore the native 
stock of English and Scotch, with a dash here and there 
of Irish, has remained practically pure. They tell me 
that in the eastern Tennessee mountains, old people can 
be found who actually talk in the language of Chaucer. 
Even on my visit, time after time, I noted curious out- 
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of-date English words used commonly in conversation. 
Tennessee is the home of the pure Anglo-Saxon, in un- 
diluted form, and in every way this is apparent. If 
one should study the people in these Tennessee towns, 
he would think he was in an English. village. The 
physical types are so much alike. Tennessee is an inter- 
esting study in heredity. 

Such thoughts were passing through my mind as Mr. 
Keener drove me about the city. He knows how I de- 
test business, and everything that has to do with pure 
commercialism. Therefore he postponed taking me to 
his store until the following day. This afternoon was 
to be given up to the pleasure of seeing Knoxville. 

Strange as it may appear to the readers of this article, 
Knoxville, the metropolis of eastern Tennessee, is one 
of the greatest centers of learning in the United States. 
It has a number of universities, both for men and for 
women. I will not attempt to name them, but Mr. 
Keener drove me over the grounds of these universities. 
Wide roads, beautiful lawns and imposing driveways, 
modern buildings—Tudor architecture, Italian Renais- 
sance, and even here and there a touch of Norman. 
Around these colleges were parked hundreds of auto- 
mobiles. It seems the day students drive to school in 
their own cars. Then I was very much interested in 
the State College of Agriculture. How I wish I had 
had time to talk with some of the professors, but, no, 
we had to hurry on. 

Beautiful broad streets, handsome trees and palatial 
residences. Most of the houses were built of a peculiar 
gray colored cut stone. This is a stone native to 
Tennessee. The effect of this stone in residential build- 
ing’ was very attractive. _ 

But what struck me in this city of eastern Tennessee 
was the modern and up-to-date spirit of the architecture 
of these homes. Of course, here and there were some 
of the oldtime places with mansard roofs, porches, high 
ceilings and all the well-known touches of the aristoc- 
racy of fifty years ago. But these houses, at least on 
the streets where Bruce drove me, were few and far 
between. Here in Knoxville one was confronted with 
a modern city, with splendid paved streets, up-to-date 
street car lines, modern buses, and without a suggestion 
of the down-at-the-heel air that the average newspaper 
cartoonist would lead one to expect in the mountains of 
eastern Tennessee. 

Then Mr. Keener drove me out into the suburbs and 
finally we stopped at his hospitable home. It was a warm 
evening, so we walked right through the house to the 
terrace at the back, and there was one of the most loveli- 
est views I have ever seen. We were on a high plateau 
of land. Below there was terrace after terrace lead- 
ing down to a wide river. This river flowed in two lines 
forming a horseshoe just below Mr. Keener’s home. 

We sat with this panorama below us, watching the 
changing lights as the sun went down, the sky with all 
the colors of an artist’s palette, and all these colors re- 
flected in the winding river. It was a gorgeous scene. 

As evening came on, Mr. William M. Bonham, Gen- 
eral Manager of C. M. McClung & Company, and 
Mr. J. S. Van Gilder, Assistant Manager, arrived by car, 
and we were soon enjoying one of those fried chicken 
dinners, just the kind of fried chicken that only a colored 
cook knows how to prepare. 





Afterward, throughout a pleasant evening, most of 
the conversation was about books, and I found that here 
in Knoxville, Tennessee, at least, a great deal of very 
keen reading was being done, and all of the modern 
books not only read, but discussed and very thoroughly 


analyzed. I very much doubt if such an appreciation 
and knowledge of books can be found in any family here 
in New York, outside of some of those whose duty it is 
to write books, or to review them for the press. 

Later in the evening, I was driven by Mr. Bonham 
and Mr. Van Gilder to the Farragut Hotel. Curious 
name for a Southern hotel. A life-sized oil painting of 
Admiral Farragut hangs over the register desk. Wasn’t 
it Farragut who was tied to the rigging of his northern 
ship, as his fleet sailed up Mobile Bay? Wasn't he the 
man who said “Damn the mines.” Farragut was a 
Northerner. What was his picture doing here in Knox- 
ville? It was soon explained. Admiral Farragut was 
born and reared near Knoxville. This was his home 
town. 

It is curious how many fighters hail from Tennessee. 
There was Andrew Jackson, who sleeps at the Hermi- 
tage, near Nashville. According to all accounts, he was 
a fire-eater, not only a good and intrepid General but a 
duelist. It was not healthy to make too many facetious 
remarks in the presence of Andrew Jackson. 

Let me say here, however, even before I reach Nash- 
ville, that the general impression prevails that Andrew 
Jackson was a very rough, illiterate man. The facts 
do not bear this out. It was true that he was a fighter, 
but I have gone over many of his letters. I have read 
his will, written in his own hand, and it is quite evident 
that Jackson was a man of education. How has the 
idea become so prevalent in this country that Jackson 
was just a rough frontiersman? All the facts are to 
the contrary. His life, which has recently been written 
by one of the numerous biographers, makes most inter- 
esting reading. 

There was a banquet one night at the Cherokee Club. 
This clubhouse is beautifully situated. All the sales- 
men, the heads of departments, and some of the cus- 
tomers of McClung & Company attended this banquet. 
The setting could not have been better. The supper 
was good. The audience was intelligent and attentive. 

The next morning there was a sales meeting of all 
the salesmen and a number of manufacturers’ salesmen 
in one of the departments of C. M. McClung & Com- 
pany. Here there were also talks on sales and selling. 
Each manufacturer was talking about his own line, but 
strange to say one manufacturer who talked never men- 
tioned his line at all. No one, from his speech, could 
have told what he sold. Possibly he left such details 
to his own Sales Managers. 

You will see in this article that very little is being 
said about business. The writer was not especially inter- 
ested in business. He was interested in the town of 
Knoxville in eastern Tennessee, and the people of this 
State. These things so much absorbed his attention that 
he forgot all about business. 

Mr. Bonham, the General Manager of the business, 
presided at the banquet at the Cherokee Club and also at 
the sales meeting. He has the rare ability to make a 
visitor feel just like one of their business family. 
(Continued on page 62) 
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Too.s Do SELLING—Men Do Wrapping 
In R. & B. Store on Busy Friday Night 


N a Friday evening—pay night—seven men are 
C needed in the R. & B. Hardware Supply Co., 

2310 Third Avenue, New York, N. Y., to wrap 
purchases, make change—not to sell tools—for tools sell 
themselves. Mass display is the sales stimulator which 
is most effectively used. The quantity showing of mer- 
chandise makes profitable sales and quick turnover. 

This large volume of tool sales is due in a great 
extent to the result of the active interest the firm dis- 
plays in the work and plans of the trade unions. Mack 
Rosenberg, one of the proprietors, was for many years 
a union electrician. He was active in his union. Now 
he is a frequent visitor at the meetings and conventions 
of the carpenters, bricklayers, machinists and other trade 
workers. 

At these meetings Mr. Rosenberg convinced many of 
the skilled workmen that the R. & B. store could furnish 
quality tools, at fair prices, and was always willing to 
secure any item for a customer that was not regularly 
carried in stock. 


Six years ago the R. & B. business was established: 
The first results were the result of intense work on the 
part of the company. Little by little the news spread 
among the union men that the R. & B. store was inter- 
ested in their activities and had for sale tools which 
skilled workers needed and appreciated. The best ad- 
vertising ever placed by this retail store was the implant- 
ing in the minds of its customers the spirit of service 
and good-will. 


4 esis constitute 90 per cent of the firm’s stock. 
The various lines are displayed. Wall panel sample boards 
with tools mounted over a brilliant orange background 
attract attention. Many tools are mounted on new steel 
fixtures manufactured and installed by David Lupton’s 
Sons Co. of Philadelphia, Pa. This new steel equipment 
displaced glass show cases and wooden counters, and to 
date has been a contributing factor to an increased tool 
volume. 
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A “home-made” tool display 
in this store is both interesting 
and effective. Realizing that 
shelving did not show many 
tools to advantage, the com- 
pany ripped out many feet of 
it and in its place inserted 
large screw hooks in the wall. 
These hooks were placed so 
that planes, T-squares, ham- 
mers, wrenches, hack saws and 
the like could be suspended 
from or placed on the hooks. 
In this way eight or ten ham- 
mers, a dozen hack saw 
frames, etc., can be placed in 
a relatively small space, yet 
directly before the customer’s 
eyes and easily taken from the 
hooks for personal examina- 
tion. 

On a counter, beneath one 
of the tool displays, is a large 
and varied display of trowels. 
Here are many. makes, sizes 
and styles, all grouped in 
boxes with handles pointing 
toward the customer. This 
mass display encourages many 
trowel sales each day. A sim- 
ilar display is in the steel 
counter, where files, cold 
chisels and small tools are 
placed in steel bins with glass 
compartments. 

Mr. Rosenberg, in talking to many carpenters, came 
to realize that the flooring saw which he sold was not 
entirely satisfactory. He secured their ideas on what a 
good flooring saw should be and discussed the matter 
with a large saw manufacturer, As a result an improved 
type of saw is now available to R. & B. customers. Mack 
Rosenberg also designed a plane to help parquet floor 

workers, and sells a good quantity each week. He is 
also responsible for a new type saw to be used by metal 
weather-strip installers. This activity has been of great 


can be clearly seen in the above view which shows the right side of the store. 
the trowels in the open boxes and the other tools on the display hooks. 





The mass display of tools—an important factor in the R. & B. merchandising system, 


Notice 


help to the firm and its customers appreciate the interest 
and aid offered. 

William Bernstein, partner of Mr. Rosenberg, is an 
experienced hardware man. Working together, these 
two sellers of tools have established a business that is 
known throughout the building trades of New York City 
and vicinity. They sell quality tools at reasonable prices 
and go to the limit to help their customers with their 
problems. 

And that is why the R. & B. store is one of the busiest 
of its kind. 





What Do You Mean—the Amateur Isn’t Particular? 


hear so much about the mechanic and his care- 
ful scrutiny of tools and his insistence on high 
quality, that we lose sight of the fact that the 
skillful amateur frequently outdoes him in these matters. 
The so-called amateur user of tools in very short order 
leaves the strictly amateur stage and becomes, if not 
“professional,” at least skillful. His keen interest in the 
work he is producing with mechanic’s tools makes him 
almost a crank in the matter of tool quality. 
In this period when new markets and sales possibili- 
ties are being sought for the tool trade, this is not an 





insignificant matter, and the cultivation of these cus- 
tomers who have hobbies that call for good equipment 
should be followed up. These men are about the best 
missionaries for your tool department that you could 
possibly have. Satisfy their demands for quality and 
they will sing your:praises to every man who will listen 
to their stories of mechanical achievement. These 
stories, by the way, are usually told pretty regularly. 

Rather than lament the so-called passing of the old 
time mechanic, put in a little time developing your skilled 
amateur trade. 
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HE old saying, “A thing well 

begun is one-half done” is an 

excellent motto for a beginner 
at show card writing. First plan 
your work then work your plan. The 
first thing to consider is the dimen- 
sion of the show card, for example 
say the size selected is one-half sheet, 
or 14 x 22 inches “upright.” (The 
word upright means 14 in. across the 
top and 22 in. down.) The next 
move is to rule off the border or 
margin; this should always be as 
liberal as the amount of reading mat- 
ter will permit, 2 inches at least 
should be allowed from the outside 
edge of card all the way around. 
Next, draw a light pencil line direct- 
ly through center of card, this will 





MobkerNn Poster }- 


The Final Lesson 
By JOSEPH BERTRAM JOWITT 


act as a guide to the eye and help to 
space and divide letters accurately. 
The show cards illustrated here- 
with marked No. 1 and No. 2, are 
specimens of correct and incorrect 
layout and lettering. It is a mistake 
to try and feature in large type every 
word on a show card, small lettering 
proportionally grouped and laid out 
allowing plenty of open space and 
margin will be much more effective 
and carry a stronger sales punch than 
would a card 
crowded with large 
type like No. 2. 
The Roman let- 
ters V, W, X, Y, 
Z, illustrated here- 
with are classified 
as the angle letters, 
each letter being 
composed of right 
and left angle 
strokes. The letter 
V, being just one- 
half of the letter 
W. The top 
strokes of the let- 
ter X being the 
same as the letter 
Y. The lower-case 











letters with the exception of y are the 
same as the capitals. 

A fancy border greatly enhances 
the value of a show card and makes 
the plainest kind of lettering stand 
out. Notice the air brushed borders 
on the cards shown here, how attrac- 
tive the pictures are (these were cut 
from the advertisements in Harp- 
WARE AGE) the lettering is the plain- 
est kind of show card Roman done 
with a No. 8 red sable brush and 





No. 2 lettering pen, the color scheme 
is all in black and white. 


Much has been written about the 
air brush but very few outside of 
those who use it, know exactly just 
what it is. There is a big difference 
between an air brush and a sprayer. 

The air brush is a metal mechanical 
tool of very fine mechanism which 
throws a spray (of any color desired ) 
by the use of compressed air ; this air 
may be either generated by foot 
power or by chemical gas. 

Anybody can operate an air brush 
by following the simple directions 
which come with them. The average 
size is about 5 inches long x %4 to 4% 
inches thick, and can be purchased 
from $6 upward (air tank extra). It is 
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attached to the air tank by a rubber 
hose about of ™% inch thickness. 

The air is fed from tank into brush 
by means of a throttle or valve on 
top of the brush which is easily 
worked by the index finger, The air 
forces the ink from a color cup which 
is fastened to the side of air brush. 
This color cup holds sufficient ink to 
do a considerable amount of air 
brushing and may be detached at will. 
The size of spray may be regulated 
by the valve on top of brush to cover 
a pattern over 2 feet square and may 
be brought down to a spray as fine 
as a needle point. It is a most 
fascinating tool to work with and 
responds to the slightest touch of the 
operator. Besides show card work 
it is also used for coloring pictures, 
post cards and photographs. Oil 
colors may also be used but the brush 
must be cleaned after using with 
alcohol, before attempting to use any 
water color again. 


Practically all air brush work is 
done by means of placing cut-out let- 
ters or border stencils on the surface 
to be worked on and then air brush- 
ing over the entire surface keeping 
close to the design or stencil while 
operating. When stencil is removed 
you will find the design in silhouette. 

The way to draw out a panel or 
border with four corners alike is to 





take a heavy piece of manilla paper 
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| and cut it the exact size of card you 


wish to work on, fold it over twice 
and mark out any design, proceed to 
cut out the design before unfolding 
paper after which you will have a 
perfect pattern with all four corn- 
ers alike. Place this pattern on card 
and air brush all around it having 
the spray light on bottom and heavy 
on top of scrolls like on the cards 
illustrated here (use fine pointed tacks 
or pins to hold pattern in place on 
show card) the pin marks will not 
show when pattern is removed. 


Spatter work which is meant to 

















> 
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| imitate the work of an air brush ina 
crude way is equally as interesting 
and very effective and at very low 
cost. One way is to procure a piece 
of fly screen wire say, about 6 x 10 
inches and fasten it on a small frame 
| so it can handled easily, use an 
| old tooth brush with stiff bristles, dip 
}it in India any show card ink 
'thinned with water and rub briskly 

back and forth screen. Care 
| should be taken while using brush 
/not to get it too full of ink other- 
| wise it is apt to produce some large 





be 
or 


over 


spots or blots on your work. 


N° 2 


SALE 


GARDEN 
HOSE 


and Lawn 
Sprayers 
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They Shall NOT Pass—_ | 


Meaning Merchandise Must Be Checked for Quantity, Cost, 
And Prices Before Passing Into Stock or Display 


HERE are some rules in the operation of a retail 

hardware store which may be subjected to flexible 

interpretations, suggested by emergency condi- 
tions. There is one rule in force at the store of R. J. 
Atkinson, Brooklyn, N. Y., which should never be 
broken and in this particular store it is never broken, 
and that is the price marking of all merchandise before 
it is placed in stock or on display. A swinging door 
separates the main sales floor from the receiving room. 
To pass through this door merchandise must be price 
marked and the necessary invoice checked as to quantity 
and cost. 

Goods for this store are taken in a small door through 
a hall along one side of the store into the receiving room. 
The actual physical fact of a receiving room has a 
psychological effect on employees and encourages them 
to observe Mr. Atkinson’s rule on pricing and invoice 
checking. 

The fact that goods stay in this inclosure until proper- 
ly marked and checked prompts employees in charge of 
any group of stock to do the job quickly and as soon as 
after the shipment is re- 
ceived as may be practical. ' 

Each man having certain 


departmental responsibili- 2 ee | Se eee 


ties in regard to stocks, 


he naturally doesn’t want ne 
: - hi N ie 
his goods in the receiving ; oe 
room any longer than is al eee oH 
absolutely necessary. y= i 
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Too many dealers are lax about the all important mat- 
ter of checking invoices for cost and quantity and for 
price marking. The simple expedient is certainly a small 
inclosure such as Atkinson has with a merchandise rule. 
“They shall not pass, until checked and priced.” This 
plan obviously reduces delayed claims for shortages or 
improper pricing and eliminates the unsatisfactory post 
mortem on goods taken in and sold before proper pric- 
ing was properly made. 

Lack of fairly stringent rules in regards to pricing 
goods and checking quantities and costs encourages 
carelessness, which easily becomes a vicious and costly 
habit in the retail hardware business. Auditors will tell 
you appalling stories about profit leaks through careless 
handling of these details. When goods first are received 
the checking process may be done quickly and easily, 
but once you have a collection of memos, invoices, and 
are depending also upon the memories of several people, 
vou are inviting inaccuracy, in a matter of vital im- 
portance. It appears totally unnecessary for any laxness 
in this part of administration work, and we really be- 

lieve that Mr. Atkinson’s 
plan is simple and efficient 


—- — B and one which might be 


~ | Ahem adapted in practically any 
hardware store in this 
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orl Se nite advantage in having 
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f erg , such a room where mer- 





chandise is checked. 





























Joseph K. Wiswell Now with | 


Henry Duncan Corporation 


Joseph K. Wiswell, long identified with 
the mill and factory supply trade, has 
recently become identified with the Henry 
Duncan Corp., Everett, Mass., and will be 
in charge of the company’s industrial de- 
partment. 

Mr. Wiswell has recently been with 
Chase Parker & Co., Inc., Boston, Mass. 
He has also been affiliated with other lead- 
ing Boston houses. 

The Henry Duncan Corp. has been in 
business since 1908. On Jan. 1, 1929, it 
was reorganized and now operates eight 
hardware and supply stores north of 
Boston. 


R. J. Atkinson Brings Congress 
to Brooklyn Assn. Meeting 


Giving a brief but instructive outline of 
the story of John Smith, Consumer, Past 


N. R. H. A. President R. J. Atkinson | 


brought to the Brooklyn Hardware Asso- 
ciation the highlights of the recent Okla- 
homa City Congress. He addressed the 
regular meeting held Thursday, July 11, at 
the Johnston Building, Brooklyn, N. Y.., 
with President Edward F. Daily presiding. 
Following the suggestion of the speaker 
the organization decided to devote five 
monthly meetings (starting in September ) 
to a study and discussion of the five major 
parts of the recent N. R. H. A. Congress. 

Edward F. Ferguson of the Manhattan 
and Bronx association told how his mem- 





bers are studying stock control with a view | 


of eliminating duplication in lines where 
such duplication was not needed. 


H. A. Cornell reported briefly on the 
recent boat outing and conducted the ques- 
tion box discussions. Secretary Robert 
Pearsall read the minutes of the previous 


meeting and reported on communications | 


received. 


W. H. Curtin Completes Fifty 
Years with Wyeth Hardware 


On July 8, William H. Curtin, general 
sales manager of Wyeth Hardware & 
Mfg. Co., 301 North Second Street, St. 
Joseph, Mo., celebrated the fiftieth anni- 
versary of his association with the Wyeth 
organization. 

Together with Mrs. Curtin, he visited 
the home of Mr. and Mrs. Huston Wyeth 
on that evening. Instead of a quiet eve- 
ning as he anticipated, a small banquet 
was staged with more than thirty mem- 
bers of the Wyeth organization in 
attendance. 

Mr. Curtin was presented with an 
inscribed watch by John Wyeth, vice- 


president of the company to commemorate | 


the anniversary. 

The general sales manager started with 
the Wyeth organization in 1879 as an 
order clerk. In six years he had gone 


through all the departments of the com- | 


pany and went on the road as a salesman. 


He had been a sales representative only | 


a short while, when he succeeded C. W. 
Emery as sales manager and secretary 
of the hardware department. He later 
became general sales manager. 
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|Charles K. Gartner Resigns from 
H. Channon Company 
Charles K. Gartner, vice-president and 
sales manager of H. Channon Co., Chi- 
| cago jobbers of hardware and mill sup- 
| plies, has resigned his position, 





| Mr. Gartner, who resides at 1228 Pratt 
| Boulevard, Chicago, has been affiliated with 
the H. Channon Co. since 1916, and for 
| the past several years has served the com- 
pany in an executive capacity. He has a 
wide acquaintance in both the hardware 
industry and mill supply field. His many 
friends will await announcement of his 
future plans with interest. 


J. M. Bickel Reports Production 
for Holmes Products, Inc. 


During the first four months of actual 
production and sales since Jan. 1 of this 
year, a total of 4000 Holmes electric re- 
frigerators have been sold, according to 
a report made recently by J. M. Bickel, 
general sales manager of Holmes Prod- 
| ucts, Inc., of New York City and Bridge- 
port, Conn. 

Production for the first six months of 
the present year at the Bridgeport factory 
totals 7500 units, Mr. Bickel states, and 
| production schedule is now averaging 100 
units daily, he declares. During this six 
months’ period a distributing’ and sales 
| force has been built up to a total of fifty 
| distributors and more than one thousand 





| dealers located throughout the country. 








the merchandise. 


annual conventions. 





My dear Mr. Soule, 


This morning I read in the copy of HARDWARE AGE dated July 11, your 
Trade Winds entitled, “Page Bill Jones, Retail Hardware Salesman.” 

Your idea of having these convention sessions passed on to the clerical 
In our own organization this meeting had been 
planned for last Friday night, but due to the illness and absence from the 
store of two of our men, it was postponed until this week. 

Unless a report of these conventions is made to the salesmen, they have 
very little opportunity, in fact scarcely any benefit by the sessions, as 
it is a fact that no one person can carry all the enthusiasm or sell all of 


force is a splendid one. 





W. B. Martin Will Introduce “Bill Jones” to “John Smith” 


in His Own Store 


MANSFIELD, OHIO. 


I am hoping that you will continue to urge this plan of publicity of pass- 
ing on to the clerical force the high points of the national as well as the 


(Signed) 


W. B. MARTIN, 
Martin Hardware Co., 
N. R. H. A. Director. 
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Devoe & Raynolds Will Not 
Merge—States E. S. Phillips 


E. S. Phillips, president Devoe & Ray- 
nolds Co, Inc., 1 West 47th St., New York, 
N. Y., sent on July 9, the following an- 
nouncement of interest to the hardware 
trade, to the Associated Press: 

“The recent newspaper articles announc- 
ing the election of W. R. Burwell, presi- 
dent of Continental Shares, Inc., an invest- 
ment trust sponsored by Otis & Co., to the 
board of directors of Devoe & Raynolds 
Co., Ine., have also indicated that this ac- 
tion was just a step to the consolidation of 
The Sherwin-Williams Co. and Devoe & 
Raynolds Co., Inc. 

“In fairness to all concerned, I wish to 





emphatically state that Devoe & Raynolds | 


Co., Inc., is not considering a possible mer- 
ger with the Sherwin-Williams Co. and 
that Mr. Burwell was merely elected a 
director, together with four other men, to 
represent Class ‘A’ non-voting common 
stock of our company, which was recently 
given the right to elect one-third of the 
board of directors. 

“The control of the company is vested 
in the Class ‘B’ common stockholders and a 
large majority of this stock is in the hands 
of the present management.” 


C. E. Bullock, Inc., Has Moved— 
Now Peerless Level Agent 


Clarence E. Bullock,  Inc., 
turers’ representative in Chicago, IIL, an 
nounces ‘its removal from 174 North 
Wacker Drive to Suite 1028, American 
Fore Building, 844 Kush Street, Chicago. 

The company has been appointed by the 
Peerless Level Co., Sterling, Ill, to rep- 
resent it in the Mid-Western territory. 
This firm produces masons’ and carpenters’ 
levels. 

An announcement of a new line of levels 


manufac- 


| 


| Stove Co., Toledo, Ohio. 
| California. 


These traveling salesmen helped Mr. Whar- 
ton receive the guests of the store: F. S. 
Johnson, Blish, Mize & Silliman Hardware 
Co., Atchison, Kan.; C. D. Asling, United 
Power & Light Co.; Frank Berberich, 
United Sash & Door Co.; H. D. Arm- 
strong, Perfection Stove Co. 

E. R. Burkholder, who died about three 
years ago founded the business in 1884. It 
is now ably managed by his son, W. A. 
Burkholder. Six branches are operated 
by the company in Kansas at McPherson, 
Lineville, Lost Springs, Lehigh, Galva and 
Hillsboro. Hardware stocks are. carried 
at Lost Springs, Lehigh and Lineville. 


Standard Electric Stove Co. 
Names Wholesale Distributors 


Listenwalter & Gough, of San Francisco, 
Cal., have become wholesale distributors 
for the products of The Standard Electric 
They will cover 


The Sterling Electric Co., Minneapolis, 
Minn., and Korsmeyer Co., Lincoln, Neb., 
have become the Standard company’s 
wholesale distributors in their respective 
territories. 





Clifford G. Dyer Passes On; Was 


With American Screw Co. 


Clifford G. Dyer, a veteran traveling 
representative of the American Screw Co., 
Providence, R. I., passed away on July 7 
in his Providence home. 

Mr. Dyer joined the American Screw 
Co. in 1891 as a clerk in its mill office. 
For about the last 30 years he has been 
on the sales force. He was the oldest 
member of the traveling sales organization 


in the point of service. Mr. Dyer covered 


Ohio, Pennsylvania, Michigan and New 
York. The news of his death will be re- 
| ceived with regret by a wide circle of 


is expected very soon from the Peerless | 


organization. 


Segal Lock & Hardware Co. 
Moves Philadelphia Office 
Segal Lock & Hardware Co., Ine., 55 
Ferris St., Brooklyn, N. Y., announces the 
removal of its Philadelphia office to Room 
304 at 709 Chestnut St. Daniel Copell 

remains as district manager. 
Kansas Firm Dedicates Store to 
Hardware Merchandising 


To replace the building destroyed by fire 
last December, the FE. R. Burkholder Lum- 
ber Co., with headquarters at McPherson, 
Kan., recently completed a modern hard- 
ware store and lumber yard at Lost 
Springs, Kan. The new establishment was 
formally dedicated to merchandising June 
26. Luncheon was served to 300 friends 
of the store. It was crowded until half- 
past nine at night. R. H. Wharton 
manager. 

The hardware building is a credit to the 
Burkholder company and the community. 
The interior is finished in the latest fash- 
ion, Masonite structural insulation having 
been used for the walls and ceiling. Open 
display tables are in the center, and marble- 
base showcases are ranged along the sides. 





customers and friends who came to know 
Mr. Dyer during the past three decades. 
Copperweld Steel Establishes 
Northeastern Salés District 
Copperweld Steel Co., Glassport, Pa., 
announces the establishment of a north- 
eastern district under the management of 


| George F. Bain, who will make his, head- 


| quarters at 30 Church Street, New York, 


| N. Y. 


This district will include all of the New 
England States and all of New York State 
north of Westchester and Rockland Coun- 


| ties. 


Paul Van Wagner is now district man 


| ager for Greater New York City and for 


is | 


| 
| 
| 


New Jersey, Pennsylvania and West Vir- 





ginia, with offices at 30 Church Street, 
New York, N. Y. 
Metropolitan Wholesale Assn. 


Announces Removal of Offices 


The offices of the Metropolitan Whole- 
sale Hardware & Housefurnishing Asso- 
ciation has been moved from 11 W. 42nd 
St., New York, N. Y., to Room 705, 253 
Broadway, New York, N. Y. J. H. Cherry 
is secretary of the association. The tele- 
phone is Barclay 7125. 


| W. W. Mumma Has Resigned 
from Robbins & Myers, Inc. 


W. W. Mumma resigned as sales man- 
ager of Robbins & Myers, Inc: Springfield, 
Ohio, on July 1. Mr. Mumma has not as 
yet made an announcement of his future 
plans, but it is understood that he expects 
to establish a business of his own in 
Springfield. 

Mr. Mumma has been associated with the 
electric fan business almost from the very 
beginning of the industry. Coming to Rob- 
bins & Myers in 1895, he shortly after was 
made fan sales manager, a position he held 
until his resignation was tendered. Since 
the organization of the Fan Motor Section 
of the National Electrical Manufacturers 
Association in 1916, Mr. Mumma has been 
very active in its affairs. He has served on 
numerous committees of the Fan Section 
and was chairman continuously from 1921 
to 1926. 

Mr. Mumma’s duties as fan sales man- 
ager of Robbins & Myers, Inc., will be 
taken over by C. H. Clark, merchandising 
manager of the company. 





John Schadler Has Become 
Metropolitan Factory Agent 


John Schadler has established himself 
as a factory representative with offices at 
6 Varick St. New York, N. Y. He is 
covering the metropolitan territory for sev- 
eral manufacturers of tools, factory sup- 
| plies and radio, cabinet and piano hard- 
ware. Mr. Schadler could handle one or 
two more non-conflicting lines. 


Badger R. Tower Is Dead— 
Stanley Works Representative 


Badger R. Tower, traveling for The 
Stanley Works, New Britain, Conn., in 
Ohio, Kentucky and West Virginia, died 
after a short illness at the Fort Hamilton 
Hospital, Fort Hamilton, Ohio, on July 10. 

Mr. Tower was born at Cuttingsville, 
Vt., Dec. 30, 1902. He came to The Stan- 
ley Works in 1920 directly from Loomis 
Institute. During the nine years Mr. 
Tower has been with The Stanley Works 

| he had progressed rapidly through work 
in office and factory to a responsible sales 
position. 


Wooster Brush Co. Employees 
Enjoy Eighth Annual Picnic 


The eighth annual picnic of the Wooster 
Brush Co., Wooster, Ohio, was thorough- 
ly enjoyed by employees and their fam- 
ilies at Chippewa Lake Park, Ohio, on 
Saturday, June 29. 

As an innovation all plans and arrange- 
| ments for this annual affair were in charge 
| of the ladies. A feature of the outing 
/ was a baseball game between the men 
brushmakers and the shipping department 
| plus the office force. The brushmakers 
came out victorious by a score of 22 to 
11, winning in addition a handsome silver 
cup. The afternoon was taken up with 
various contests. 























W. K. Toole Dies—President 
William K. Toole Company 


William K. Toole, president and treas- 
urer of the William K. Toole Co., hard- 
ware and mill supply house in Pawtueket, 
R. L, died at his home there on Tuesday 
night, July 9, following a long illness. 

He was born in Drummin, County 
Mayo, Ireland, Nov. 11, 1867. Ap- 
prenticeship was served in a_ hardware 
store in Westport, Ireland. In the latter 
part of 1892, Mr. Toole married and 
came to America, settling in Pawtucket. 
He became associated with John D. 
Sawyer, later going into business with the 


Duffy Brothers, and in 1901 went into | 
Gradually, Mr. | 


business for himself. 
Toole increased his business and _ store, 
until it became necessary to increase his 
quarters at 76 to 88 East Avenue. 

He was past president of the Paw- 
tucket Chamber of Commerce, a member 


of the Pawtucket business men’s associa- | 
tion and a director of the Blackstone | 
Valley Transportation Co., the Pawtucket | 


Screw Co. and fraternal holding com- 
panies. 


Richards-Wilcox Mfg. Co. Has 


Bought Chicago Building 


The Richards-Wilcox Mfg. Co., with 
main offices and plant at Aurora, IIl., has 
purchased the four-story building at 311 
West Lake Street, Chicago, IIl., from the 
Reading Hardware Corp., Reading, Pa., 
for a reported cash consideration of 
$105,000. : 

Although bought for its own use, it is 
not expected that the purchasers will 
occupy the building for some years. The 
Chicago branch of the firm, which has 
many branches throughout the country, is 
now located at 168 West Lake Street, un- 
der the management of A. J. Eggleston. 

This is the second recent acquisition of 
West Lake Street property by the Richards- 
Wilcox company, as the firm acquired an- 
other building at 178 West Lake Street 
some time ago. 


Charles B. Wilson Dead 


Charles B. Wilson, who for 33 years 
served the Congdon & Carpenter Co., 
Providence, R. I., died at his home in 
that city on July 8. 

For many years he was manager of the 
company’s harness department. Mr. Wil- 
son was 59 years of age when he died. 


Hall Mfg. Co. Has Appointed 
Two New Minnesota Salesmen 


Hall Mfg. Co., Cedar Rapids, Iowa, an- 
Mounces that Fred W. Vogel of Mankato, 
Minn., will travel western Minnesota for 
the company, and A. W. Kruger, also of 
Mankato, will cover the eastern position of 
the State of Minnestota. 

The addition of these two new salesmen 
was made necessary by the retirement of 
L. Van Delinder of Minneapolis, who 
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Sidney St. J. Eshleman Elected Secretary 


Succeeds John Donnan Who for Many Years Has Faithfully Served 


| 
Frinie wa Hardware Jobbers Association 


the Organization in that 
Former President of the Organization 


Sidney St. John Eshleman, New Or- 
leans, La., has been elected secretary of 
the Southern Hardware Jobbers Associa- 
tion. He succeeds John Donnan, W. S. 





JOHN DONNAN 


Donnan Hardware Co., Richmond, Va., 
whose resignation on May 23 last ter- 
minated an active career of many years 
of faithful service as secretary of the or- 
ganization. Mr. Donnan has been a mem- 
ber of the Southern Hardware Jobbers 
Association for 35 years. He was twice 
elected second vice-president, twice made 
first vice-president, served as president and 
had been secretary for the last 20 years. 
The new secretary is a former president 
of the Southern Hardware Jobbers Asso- 
ciation and for twenty-one years was a 


Several Important Changes 
Announced by Ace Stores, Inc. 


Ace Stores, Inc., a Chicago, IIl., chain 
of independently owned hardware stores, 
operating as a group buying and adver- 
tising unit, has recently announced several 
changes within the organization. 

E. Gunnard Lindquist, secretary, an- 
nounces that the Burke Hardware Divi- 
sion, formerly operated as the Waukegan, 
Ill., branch of Ace Stores, Inc., is no 
longer affiliated with the company. On 
July 1 it reverted to the control of Frank 


be confined to the Chicago metropolitan 
district, where the five stores now oper- 
ated by the company are located. 

The main office and warehouse of the 
organization has been moved from Wauke- 
gan to 174 North Wacker Drive, Chicago. 
‘E. R. Wagner, who recently resigned as 
city sales manager for the H. Channon Co., 
Chicago, became general manager of the 





served the company for many years. 





wholesale department on July 15. 


Burke. Future expansion of the chain will | 


Capacity—New Secretary 


member of the hardware jobbing firm of 
Stauffer, Eshleman & Co., New Orleans, 
La. Mr. Eshleman was at one time man- 
lager of the Southern district territory for 





SIDNEY ST. J. ESHLEMAN 


| Wickwire-Spencer Steel Co.. New York 
City, and for a time was connected with 
the sales department of Henry Disston & 
Sons, Inc., Philadelphia; at one time he 
was sales manager of the latter company’s 
hardware department. 

During the war Mr. Eshleman served 
in the Hardware and Metals Branch of 
the War Department under the late Wil- 
liam A. Graham, of John H. Graham & 
Co., New York City. 

Mr. Eshleman’s offices will be in the 
| Hibernia Bank Bldg., New Orleans, La. 


R. M. Williams, Sales Manager 
Northampton Cutlery Co. 


R. M. Williams has been appointed 
general sales manager of the Northamp- 
ton Cutlery Co., Northampton, Mass. 
For the last three years he has been with 
Landers, Frary & Clark, New Britain, 
Conn., and previously had been affiliated 
with the William L. Gilbert Clock Co., 
Winsted, Conn. 


The Strong Hardware Co. Will 
Discontinue Business Sept. 21 


The Strong Hardware Co., one of the 
oldest retail institutions in Battle Creek, 
Mich., has sold its building and will liqui- 
date its stock by Sept. 21. The sale is 
being consummated at the request of the 
heirs of the estate of the late F. E. Strong. 

Mr. Strong founded the business. He 
was at one time president of the Michigan 
Retail Hardware Association and for years 
was a member of the board of governors 





of the N.'R: H. A. 
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Artistic Screen Door Grill 


The Everedy Co., of Frederick, Md., has 
placed on the market a new protection 
against sagging screen doors and punc- 
tured netting on the doors. The Everedy 
Screen Door Grille, due to its special ad- 


ADJUSTABLE 
RO : 


PAT. PEND 





justment rods, will fit any size door. The 
cross members are crowned to assure 
greater rigidity and attractive appearance. 
Everedy Grilles are heavily copper-plated 
and then lacquered in dull brass. 

The No. 3000 Grille, which is illustrated, 
can be attached to either inside or outside 
of a screen door. It adds to the appear- 
ance of the door and lengthens the door’s 
useful life. 


A Popular Priced Soldering Iron 


The Superior Electric Products Corp., 
1310 South Thirteenth Street, St Louis, 
Mo., has recently placed a very moderately 


priced electric soldering iron on the mar- 
ket. The iron will be known as “Our 
Junior.” It is substantially constructed in 





all its details, being made primarily for 
home use. 

Further particulars may be obtained 
from the manufacturers. 





A New Compass Saw 


A new idea in compass saw handles 
which carpenters, mechanics, and the handy 
man will be interested in is a_ special 
plunger adjustment which has been de- 
signed by Henry Disston & Sons, Inc., 
Philadelphia, Pa. 

Replacing or reversing blades in this 
handle is a quick and easy operation— 
press the plunger, insert the blade, release 
the plunger, and the operation is over. 
The blade is firmly gripped—no lost mo- 
tion up or down, forward or backward, 
says the manufacturer. 

When inserting the blade in the handle, 





Si eee 

the slot in the blade receives both the 
plunger pin and a support pin 1% in. back 
of the plunger. A round hole in the front 
end of the slqt receives the plunger pin 
when released—a snug fit. It is said to 
be very simple, yet a positive adjustment— 
no screws, levers or wingnuts to tighten. 
The plunger is case hardened to prevent 
wear. 

All handles with this plunger adjustment 
have square tops. This permits reversal of 
blade and facilitates close cutting, mold- 
ing, siding, floor work, and close corners. 
These new handles are made in applewood 
and rosewood, and have the new Disston 
weather-proof finish. Only Disston No. 
115 compass saw blades can be used in this 
special plunger type handle. 





The Moto-Motor Sickle-Bar 


A unique piece of mechanism recently 


designed by the Moto-Mower Co., 3246 | 


East Woodbridge Avenue, Detroit, Mich., 
is a sickle-bar attachment which increases 
the usefulness of the “Detroit” model 
Moto-Mower for mowing where dande- 
lions, buckhorn and plantain are found. 
These destroyers of lawn beauty are diffi- 
cult to deal with and are often beyond the 
capability of the average lawn mower cut- 
ting reel. 

The Moto-Mower sickle-bar is so de- 
signed that it can be attached or detached 








in a few minutes by removing one nut on 
the tie-rod. This sickle-bar is particu- 
larly designed for the 27-in. “Detroit” 
model. Brackets of this attachment are 
of malleable iron as well as the frame 
members. Gears are of cut steel. The 
cam follower and the extensive eccentric 
cam are of bronze and are provided with 
a take-up for wear. 

Lubrication is through a Zerk fitting so 
arranged that all bearings of the cam 
movement are greased by one shot. The 
entire device is simple in construction low 
in weight and moderately priced. 

















Two New Pexto Items 


Two new items have recently been add- 
ed to the line of auto body and fender 
repair tools manufactured by The Peck, 
Stow & Wilcox Co., Southington, Conn. 

The No. 19 Display Board is available 





to the dealer when an assortment of tools 
is ordered. On it are tools arranged so 
that they can be easily removed. Each tool 
is tagged with name and number. This 
display can be furnished with floor easel, 
counter easel or without easel, so that it 





can be used as a wall panel. Dolly blocks, 
files, pliers, spoons, hammers, chisels, etc., 
are included on the display, which meas- 
ures 30 in. by 46 in. 

The Fender Repair Set No. 20 consists 
of nine of the most popular and necessary 
tools for auto body and fender repair work. 
There are four dolly blocks, two spoons, 
two hammers and a fender flange tool in 
the set. Packed in corrugated carton, 
weighing complete 16% Ib. 
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(GENERAL MARKET NEWS 








Current Hardware Demand Better 
Than Normal for This Season 
In Most Market Centers 


NEw YorRK, July 17.—Though some sections of the country report 
the beginning of a summer lull in business, reports from leading 
wholesale hardware market centers suggest that the average for 
current sales is a little better than normal for this season. The 
demand on strictly staple shelf lines has kept up fairly even in 
practically every part of the country. The fill-in business on steel 
goods and other spring lines has been consistent and will likely 


aggregate heavier than in 1928. 


Price revisions are few and in 


even the highly competitive items there appears to be steadiness. 
Collections since July 1 average a little better than for the month 
of June, with a few exceptions east of Pittsburgh, according to 


reports. 





Freight Movement to Date 
Sets New Six Months’ Record 


Movement of freight in the first half 
of 1929 was the greatest for any corre- 
sponding period on record, the car service 
division of the American Railway Associa- 
tion announced on July 9. 

Revenue freight loading for the first 
26 weeks this year totaled 25,596,938 cars, 
which exceeded by 75,898 cars the best 
previous record for that period made in 
1927 and by 263,706 cars total revenue 
freight loading for the first half of 1920. 
It also was an increase of 1,135,165 cars 
over the corresponding period in 1928. 

Except for a few instances of local car 
shortage of a temporary nature, the heavy 
movement of freight that has marked the 
first half of 1929 has been handled with- 
out difficulty by the railroads of this coun- 
try. 

Revenue freight loading for the week 
ended June 29 totaled 1,095,724 cars, the 
greatest number loaded in any one week 
so far this year and the peak week, so far 
as the first half of any year is concerned, 
for all times. Ordinarily this total for | 
any one week has never been reached prior | 
to this year before the latter part of July | 
or in August. 

Compared with the corresponding week 
last year, the total for the week of June 29 
was an increase of 92,025 and an increase 
of 74,286 over the corresponding week in 
1927, 

Compared with the preceding week this 
year, the total for the week of June 29 
was an increase of 26,678 cars, with in- 
creases being reported in the total loading 
of all commodities with the exception of 
live stock and forest products, which for 
the most part showed small reductions. 








Building Operations Show 9 Per 
Cent Gain in Month 


While activity on construction operations 
was 9 per cent greater in June than in 
May this year, a statistical study just com- 
pleted by the Associated General Con- 
tractors of America reveals that the de- 
crease in the volume of contracts awarded 
earlier in the year was beginning to show 
in slightly lessened job performance. 

This decrease in activities is shown by 
comparison with June of last year, the 
decline being 5.3 per cent. June activities 
normally show a considerable increase over 
those of May, it is said, so that the antici- 
pated increase this year is indicative only 
in so far as it failed to come up to the 
amount shown in June last year. 

It was pointed out that the statistics 
of the F. W. Dodge Corporation showed 
a decline of $404,000,000 in residential and 
apartment contract awards this year as 
compared with last. All other types of 
construction are shown to be near normal. 
This is seen as an indication of the pass- 
ing of the boom speculative building mar- 
ket and a return to the sounder investment 
building which prevailed before the post- 
war boom. 


Nation’s Commercial Failures 
Show Decline in Week 


A reduction in number of failures in 
the United States was reported to R. G. 
Dun & Co. for the week of July 13, com- 
pared with the total for a year ago. Thus, 
the week’s defaults number 440, as against 
466 in the earlier year, decreases in the 
East, the South and on the Pacific Coast 
more than offsetting an increase in the 
West. 








Week’s Price Average 98.2 Per 
Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on July 7 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 98.2 per cent. 
The June average was 97.0 per cent. The 
purchasing power of the dollar was 101.9 
cents on a 1926 basis of 100 cents. The 
June average was 103.1 cents. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
90.4. The June average was 90.0. 

The Italian index on the revised 1926 
hasis for the week ended June 28 was 73.4. 





Business on an Even Keel, Says 
Business Paper Editors 


Industrial and trade activity for the first 
half of 1929 established generally a new 
high mark. The activity during this six 
months averaged well above the same pe- 
riod of last year. Certain factors which it 
was generally believed would exert disturb- 
ing influences have not done so, and in the 
large business seems still to be on a pros- 
perity level. This is the consensus of the 
152 editors of business papers in industrial, 
mercantile, professional and service fields 
who, with HarpwAreE AGE, are members 
of the National Conference of Business 
Paper Editors, as expressed in their semi- 
annual questionnaire-survey of business. 

These editors, each reporting for the seg- 
ment of business with which his paper is 
concerned, do not find that business is 
being adversely affected by high money 
rates, the tariff legislation now in process 
or labgr difficulties. Mergers which were 
the outstanding characteristic of business 
in 1928 continue to be consummated at a rate 
equal to if not ahead of the past year 
and the “more than seasonal decline” in 
general business that was anticipated in 
mid-spring has not* materialized. Further, 
the opinion’ that there was a general trend 
to the five-day week is not borne out by 
the reports of National Conference editors. 

Technicological unemployment—the re- 
placement of men by machines—has not 
resulted in the laying off of workers faster 
than they can readily find work in other 
lines or in new ones within the particular 
industry and wages in the main have shifted 
little from the rates that prevailed at the 
close of last year. 

In the balancing production and distri- 
bution these editors report that cooperative 
trade association efforts, research, statis- 
tical control and fact finding investigations, 
both as to production and sales, are having 
a beneficial effect in practically all branches 
of industry and trade. 

Prices and margins of profit on the av- 
erage have been close to those of 1928. 
In some instances they are down slightly 
but in more they show slight increases 
over the previous year. 
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Business Continues Good at Chicago 
—Prices Are Steady to Firm 


(Chicago office of HARDWARE AGE) 
CHICAGO, July 16.—Sales in nearly all classes of hardware are be- 
ing well sustained at this market. Staple goods are in better than 
normal demand and business is brisk in hot weather needs. Future 





orders, being placed for fall and winter requirements, aggregate a | 
healthy total, showing that the dealers are anticipating a lively de- | 


mand for cold weather necessities. 


The farming outlook in this trade territory is much better than a | 
month ago, with more favorable weather, better prices for farm | 


products and the enactment of the farm relief bill contributing fac- | 


A host of major industries established 
The first 


tors in the improvement. 
new high production records during the past six months. 


half of 1929 surpassed the corresponding period of any previous | 


year in the output of pig iron and steel, automobiles and trucks, 
aeroplanes, motor boats, tires, crude petroleum and gasoline, farm 
implements, machine tools, electrical apparatus, copper plate glass 
and numerous other less important products. 

Prices are little changed. Chain manufacturers have announced 
advances of about 10 per cent and advise that the list and discount 
method will hereafter be used in chain quotations. The new prices 
are, as yet, unavailable but will appear in next week’s report. Mill 
prices on prepared roofing are higher, but local jobbers’ prices re- 
main unchanged for the present. Price cutting on butts is less 
conspicuous. The shading of nail prices at some other markets has 
not affected current nail sales here. The unexpected weakening of 
the glass market will postpone any further thought of advances for 
the present. 

Steel mills in the Chicago district continue to maintain produc- 
tion at practically a full capacity average. Hot weather has cur- 
tailed the sheet mill output to some extent, though to a less than 
normal degree. Steel prices are steady to firm and unchanged. 

Collections are showing improvement over the corresponding pe- 
riod of last year. 





AUTOMOBILE ACCESSORIES.—Tire | 


enc Lenque Balls, Goldsmith No. 
sales are picking up. Prices are firm. | 


» $16.50 doz.; Goldsmith Double- 
Glove Ford 


play Fielders’ (Horace 


and Hughie Critz), $6.00 each; Gold- 


JOBBERS’ QUOTATIONS TO RE- : ; ; , 
TAILERS, F.O.B. CHICAGO: smith Bear Cat Special Fielders 
Spark Plugs.—Splitdorf for Fords, Glove, $2.35 each. i in 


50c. each; regular, 58c. each; Cham- Indoor Baseball.—Outseam, 


pion X, 45c. each; Champion Blue $6.75 doz.; Outseam, 14 0z., $8.75 doz.; 

Box line, 53c. own og A. C., 58c. each; Playground, 12 _02z., $4.00 doz.; Flat 

lots of 100, 50c.; A. C., Special Ford, seam, 14 02., $7.00 doz. 

36c each. = ; H : " 
Rot kaihesAgbieten, Den. She, BICYCLES. Sales maintain high lev 

$6.50 each. els. Prices for the season are un- 
Chains.—Non-skid, dozen pair lots, changed. 


35 per cent discount. 


Jacks.—National Standard No. JOBBERS’ Path Te pe TO RE- 


21, TAILERS, F.0.B. CHICA 


$1.30 each. 
se: oa : eee Double Bar Motor- Bike Model, 
wa, $26.26; ladies’ model, $25.90; girls! 
. ¥ and boys’ juvenile model, $23.60. 


Tires and Tubes.—Mansfield tires, 
30 x 314, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40 Mansfield, $1.50 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 


BASEBALL GOODS.—Sales continue 
in excellent volume. No price changes. 
JOBBERS’ QUOTATIONS TO RE- 


BOTTLING SU PPLIES.—Warmer 
weather has stimulated sales. 
prices prevail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Single bottle washer, $4.75 each; 
double bottle washer, $7.25 each; 
adapter for bottle washer, $1.60 each; 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 .doz.; crown 
caps, double lacquered in 50 gross 
lots, 15%c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles, 
$5.00 gross. 


BUILDERS’ HARDWARE.—Demand is 
good. Price cutting on butts is dis- 


TAILERS, F.O.B. CHICAGO: 
Louisville Slugger Bats, $18.00 doz.; | 


Firm | 








| appearing. Quotations on other items 


remain steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

342 x 34 A steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair. 4 x 4 steel butts, old 
copper or dull brass finish, $3. 00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed, front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder, front door sets, 
$6.00 per set. 


CARPET SWEEPERS.—Demand is ex- 
cellent and prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Bissel’s Standard, $36.00 doz.; Uni- 
versal Japanned, $42.00 doz.; Univer- 
sal Nickeled, $46.00 doz.; Grand 
Rapids Japanned and colors, $44.00 
doz.; Grand Rapids Nickeled, $48.00 
doz.; American Queen, $54.00; Parlor 
Queen, $56.00. 


CHAIN. — Manufacturers advanced 
prices about 10 per cent on July 1, at 
the same time all chain quotations were 
placed on a list and discount basis. 
Pricing by the new method will start 
next week. 


JOBBERS’ app Me oy | TO RE- 
TAILERS, F.0.B. CHICAGO: 

%-in. Proof coil prem $8.75 cwt., 
base; trade marked coil chains, 40-10 
per cent off list. 


COPPER RIVETS AND BURRS.—De- 
mand is normal. As the copper market 
is holding firm, no imminent price 
changes are expected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Copper rivets and burrs, 30-10 per 
cent discount. 
EAVES TROUGH, CONDUCTOR 
PIPE, ETC.—No price changes. Sell- 
ing volume is very good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
28-gage, single head lap joint gut- 
ter, 5-in., $5.00 per 100 ft.; corrugated 
conductor pipe, 3-in., $4. 65 per 100 ft.; 
— ridge roll, 1%- -in., $4.05 per 
et os corrugated conductor elbows, 
3 in., $1. 51 doz. 


ELECTRICAL MERCHANDISE.—De- 
mand is excellent. Electric fans, table 
appliances and flashlights are especially 
active. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO 

Electrical Merchandise. — No. 14 
rubber covered wire, $7.25 per 1000 ft.; 
in less than 1000 ft. lots, $7.50. No. 18 
lap cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; %-in., brush brass key 
socket, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two-piece at- 
tachment plugs, 7%c. each; dry cells, 
boxes of 55, 32%c. each; less than 
case lots, 35c.-each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal, 

Electric Fans.—6 
$2.75 each, lots of 12, 
Polar Club, $3.20 each, 
$3.05; 10-in. Oscillating Cub, $7.00 
each, lots of 12, $6.65; 8-in. North- 
wind, $4.55 each, lots of 10, $4.39; 
10-in. Oscillating Northwind, $10. 50 
each, lots of 10, $10.13. 
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Radio Supplies.—Ladio B batteries, 
D 779 E, $1.40 each; case lots of 35, 
$1.30; No. 770, $3 each; packages of 
5 . 772, $2.06 each; packages 
; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 7ic.; UX- 
199, $1.20; UX-227, $1.50; UX-171A, 
$1.35; UX-250, $6.60 each; UX-245, 
$2.10 each; UX-224, $2.40 each. 


FISHING TACKLE.—Demand is at its 
height and dealers are placing healthy 


| 
| 


orders to assure adequate stocks. Prices | 


remain steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Bronson Level Winding Reels, $1.50 
Level Winding 


each; Meisselbach 

Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $7.00 each; 
Heddon Golden Rod, $13.25 each; 


South Bend Plunk-Oreno, $8.00 doz.; 


South Bend Crippled Minnow, $6.80 
doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno Dis- 


play on cards, $2.00 card; Creek 
Chub Pike Minnow Assortment, $1.00 
asst.; Creek Chub Lucky Mouse As- 


sortment, $4.00 asst.; Creek Chub 
Injured Minnow Assortment, $2.00 
ast. 


GARDEN HOSE AND LAWN GOODS. 


—Hot weather has made _ business 
brisk. Sales are running ahead of 
corresponding period of last year. 


GOLF GOODS.—Sales 
maintain high levels. 
mained unchanged all season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Hillerich & Bradley Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless 
shafts, $3.65 each; Lo-Skore Irons, 
hickory shafts, $2.35 each; Competi- 
tion Clubs, nickel plated heads, 
aluminum cap grip, $1.35 each; Com- 
munity Clubs, Woods and Irons, 80c. 
each; Crawford-McGregor Uni-Sets, 
$22.50 to $28.50 set; Crawford-Mc- 
Gregor Duralite Matched Irons (6 in 
set), $36.00 set; Silver King Golf 
Balls, $7.50 doz.; Royal Golf Balls, 
$6.50 doz. 


continue 


to | PAINTS AND OILS.—Sales are a trifle 


| HAMMERS AND HATCHETS.—Best 
| sales are on the higher quality lines. 


Present prices are expected to hold for | 


the season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Good quality molded garden hose, 
two braid, %-in., 7c. per ft.; %4-in., 
8c. per ft. Molded hose, one braid, 
5-in., 64%4c. per ft.; %-in., 74c. per 
ft. Five-ply, wrapped hose, %-in., 
9%c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original fountain 
sprinklers, $6 doz.; Rainbow, 38-in. 
high, $24 doz. Crown Ring sprinklers, 
$6.80 doz.; Crescent sprinklers, $6.50 
doz.; Whirling Fairy sprinklers, $10.00 


doz.; Flaring Rose sprinklers, $3.80 
doz.; Peoria Nozzles, $4.50 doz.; 
Rainboy Nozzles, $4.35 doz.; Gem 


Nozzles, $5.25 doz.; Perfect clinching 
couplings, $2.10 doz.; Perfect clinch- 
ing menders, 80c. doz. 


GLASS AND PUTTY.—Demand is ex- 
cellent. .An unexpected weakening in 
the glass market will postpone any fur- 
ther thought of price advances for the 
present. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $3.90 per 100 Ib.; 
commercial, $3.15 per 100 Ib. 


GRASS CATCHERS.—tThe active sell- 
ing season is about over. Prices are 
without change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B, CHICAGO: 
Adjustable, galvanized 
catchers for 14 to 10 in. mowers, 
$8.25 per dozen in full packages, 
Adjustable galvanized bottom catch- 
ers for 18 to 21 in. mowers, $9 per 
dozen in full packages. Adjustable, 
plain canvas bottom catchers for 12 


bottom 


to 16 in. mowers, $5.90 per dozen; 
adjustable, plain canvas’ bottom 
eatchers, for 18 to 21 in. mowers, 


$7.60 per dozen. 


GRASS HOOKS, GRASS SHEARS.— 
This line is very active. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Little Giant Grass Hooks, $5.25 
doz.; Sickle Pattern, $3.50 to $8.00 
doz.; Standard Pattern Grass Shears, 
$3.50 to $8.00 doz. 





Prices still unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 


Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 


doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


ICE CREAM FRE :ZERS.—Demand | 


has improved with summer temper 
Season’s prices are unchanged, 


tures. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

White Mountain.—1 qt., $4.85; 2 
qt., $5.65; 3 qt., $6.75; 4 qt., $8.25; 
qt., $10.45; 8 qt., $13.50; 10 qt., $18; 
12 qt., $21.55; 15 qt., $25.60; 20 qt., 
$33.20; 25 qt., $42.60. List prices. 
Dealers’ discount on White Mountain 
Freezers is 50 per cent from list. 

Arctic.—1 qt., $4; 2 qt., $4.60; 3 qt., 
$5.55; 4 qt., $6.80; 6 qt., $8.60; 8 qt., 

List prices. Dealers’ dis- 
on Arctic freezers is 50 per 
cent from list. 

Alaska-Grey Goose.—l1l qt., $3.60; 2 
qt., $4.20; 3 qt., $5; 4 qt., $6.15; 6 qt., 
$7.80; 8 qt., $10.10; 10 qt., $13.50. 
List prices. Dealers’ discount on 
Alaska-Grey Goose freezers is 33% 
per cent from list. 





Auto Vacuum.—1 qt., $3.50; 2 qt., 
$4; 3 qt., $5; 4 qt., 46 List prices. 


Dealers’ discount on Auto Vacuum 
freezers is 33144 per cent from list. 

Acme.—2 qt., bright galvanized, 
$8 per doz. net; 2 qt., blue enameled, 
$10 per doz. net; 4 qt., blue enameled, 
$18 per doz. net. 


LAWN 


good. Unchanged prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

16 in. ball bearing, 5 knife, 11 in. 
wheels, $12 each; 16 in. ball bearing, 
4 knife, 10% in. wheels, $9.25 each; 
16 in. ball bearing, 4 knife, 10 in. 
wheels, $7 each; 16 in. ball bearing, 
4 knife, 8 in. wheels, $6.75 each; 
16 in. plain bearings, 3 knife, 8 in. 
wheels, $5.25 each. 


MOWERS.—The best selling 
season is nearly over, though the de- 
mand from some sections continues 


14 


| 
} 


PREPARED ROOFING. 
keeps very active. 
wholesalers’ prices here. 


ROPE.—No price changes. 
demand is very heavy. 


Prices have re- | better than is usual for this period. 
| Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
90c. per gal.; 5 barrel lots, 82c. per 
gal. 


: Denatured Alcohol.—Barrel lots, 
638c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum 
gal., net. 


White Lead.—100 lb. kegs, $13.50 


lots, 73c. per 


cwt.; 50 Ib. kegs, $13.75 ecwt.; 25 Ib. 
kegs, $13.75 cwt.; 12% Ib. kegs, $14 
cwt. 

Shellac (4 Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

_ English Venetian Red.—In barrels, 
5%4c. per Ib.; in 100-Ib. lots, 6%4c. 
per lb. 

” Dry Paste.—Larrel lots, 7%4c. per 

d. 





Sales volume 
No changes in 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Best grade slate surfaced, prepared 


roofing, $1.95 per square; medium 
grade, slate surfaced, $1.80 per 
square; best grade, tale surfaced, 


2.10 per square; medium grade, tale 
surfaced, $1.30 per square; light 
grade, tale surfaced, 90c. per square; 
red rosin sheathing, $50 per ton. 


Hay rope 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Best manila, standard brands, base, 
99a 
acc, 


per lb.; No. 2 manila, 20c. per 
Ib.; finest sisal, 15c. per lb.; No. 2 
sisal, 14144c. per Ib. 
SASH WEIGHTS. — Sales | continue 


more than normally good at unchanged 
prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Less than carload lots, $38 per ton. 
Carload lots, $36 per ton. 


SCREWS.—Sales are satisfactory, at 
well maintained prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Flat bright screws, 45 per cent; 
round head blued, 40 per cent: flat 
head brass, 37% per cent; round 
head brass, 324 per cent. Larger 
orders 10 per cent less. 


SCYTHES AND SNATHS.—Demand is 
| normal. 


Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Grass scythes, $15.50 up per doz.; 
weed and bush scythes, $16.00 up per 
doz.; grass snaths, $14.00 per doz.: 
bush snaths, $16.00 per doz. 


| STEEL SHEETS, FLAT OR CORRU- 
| GATED.—Sales volume is moderately 


NAILS, WIRE AND STAPLES.—Price 
cutting at some other shipping points | 


has not affected this market. 
volume keeps up well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base, 


Mill shipment price is $3.05 base, 
Carload (36,000 Ib.) base for mill 


shipment, still lower. Steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.20 per 
100 Ib.; No..9 galvanized, plain wire, 
$3.75 per 100 lb.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 lb.; polished fence staples, 
$3.55 per 100 Ib. 


Selling | 


active. 
reduced (% of 1 per cent) cash dis- 
count offered by the sheet mills is still 


Prices remain unchanged. The 


| disregarded by hardware distributors. 


| mal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
24 gage galvanized sheets, $4.90 per 


100 Ib.; 24 gage black sheets, $4.05 
per 100 Ib. 
WHEELBARROWS.—Sales are nor- 


Firm prices prevail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Light steel leg, steel tray barrows, 
$3.75 each; Contractors’ barrows, 4 
cu, ft. capacity, $6 each. 
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Business Continues to Be Generally Satis- 
factory with Pittsburgh Wholesale Firms 


(Pittsburgh office of HARDWARE AGE) 

PITTSBURGH,. July 16.—Business in this district has fallen off 
slightly since the holiday, but is still generally satisfactory in view 
of the usual inactivity at this time of the year. Spring and early 
summer lines have gradually tapered off and it is still too early for 
fall merchandise to begin moving. However, the season is about 
two weeks behind this year and there is still a fair movement of 
farm tools, lawn mowers and other lawn tools, screen doors and 
windows and paints. Other lines, which are not so sensitive to 
seasonal influences, are moving steadily and the hardware business 
in this territory could hardly be considered dull. 

Builders’ hardware is still rather disappointing from the stand- 
point of jobbers’ and retailers’ sales, but manufacturers report a fair- 
ly satisfactory aggregate business. This is largely traceable to munic- 
ipal and other public building activity as residential construction in 
this territory is considerably below normal. Prices are generally 
steady. Slight advances on composition roofing paper went into 
effect on July 1, while present prices on the Cyclone line of wire 
fencing have been reaffirmed for the coming season. A new price 
list on coil chain has been received by jobbers in this territory. It 
embraces rather severe penalties for jobbers purchasing less than 
a full cask of any one size, the discount on full casks amounting to 
10 per cent. Weakness has also developed in wire nail prices, sales 
having been made at $2.90 per keg. However, the regular $3 quota- 
tion is still holding on the general run of business. 

The steel industry in the Pittsburgh district promises to continue 
the present high operating rate for the remainder of July. The 
outlook for the rest of the summer is less certain as specifications in 
most lines are considerably behind the present rate of production 
and backlogs are being substantially reduced. A slight falling off 
in August seems certain, but heavy fall activity is likely if the 
automobile and other large consuming industries continue to take 
steel at even the present rate. Consumers’ stocks are unusually low 
and with steel going directly into consumption, tonnage’ releases 
must come in steadily in order to satisfy normal demand. Prices 
are fairly satisfactory, although weakness is reported in bars and 
shapes, galvanized sheets and in wire nails outside of the immediate 
Pittsburgh district. 


AUTOMOBILE TIRES AND TUBES. JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. PITTSBURGH: 


—Business shows little improvement. Sinton Unit 
Aggregate sales so far this year have Packages Packages 
b di inti Pri - NO. SBS: nccccsseveseses $2.22 $2.06 
een very disappointing. Prices are un No 486 3°20 2°97 
changed. te Peeroreer ieee 2.06 1.92 
Ma EUO Nase shake ss 2.00 ‘80 
JOBBERS’ QUOTATIONS TO RE- heh agi ag : 
TAILERS, F.O.B. PIvresuRat eee reba sexeseeess ne is 
Mansfield tires, 4 ply balloon type, NG GBR occa cixcassese MOD ‘97 
29 x 4.40, $7.40; tubes, = 50; 30 x 4.50, WO IE is caxcksetests 1.40 1.30 
$8.25; tubes, $1.60; 39 iis, $9.55; I oh bxgvakaddons 140 1.30 
tubes, $1.70; 29 x_ 5.00, “$9.90: tubes, Re re 2.06 1.92 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; ee ee ene 1.93 1.79 





31 x’ 5.00, $10.65; tubes, $1.85; 32 x N lls, igniti type, it 

5.00, $11.75; tubes, $1.90; 28 x 5.25, mE he ee oe 

$11.10; tubes, $1.85; 30 x 5.25, $11.90; Flashlights. — No. 935, 6%c._ each; 

tubes, $2.00; 31 x 5.25, $12 "253 tubes, No. 950, 614c.; No. 790, 130. : No. 705, 

aS: 29, 5. 50, $12.65; gubes, Bona 191%c.; No. 750, 13%c.; No. 791, 13c. 

Same, 6 ply, x eS, P ‘ 
$2.05; 30 x 5.50, $16.05: tubes, $2.35; sols Shot.—No. 1461, $1.67; No. 1661, 
8.00" $18.65 ag ot sg 00. 
ubes, $2.30; x ead 

$16.95; tubes, $2.40; 33 x 6.00, $17.55; pts NUTS AND RIVETS The 

tubes, $2.5 air small lot movement which has con- 
tinued for most of the spring seems 


ae display racks, $10.00 —_, 

a ee en likely to extend through the summer. 
BATTERIES.—There has been some re- Prices are well maintained. 
cent activity in flashlight batteries, but JOBBERS’ QUOTATIONS TO RE- 


radio dry cell units are quite dull. TAILERS, F.0.B. PITTSBURGH: 








Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

. Nuts.—All styles, 50 per cent off 

t. 

Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE. — These 
lines are only fair but manufacturers 
report that their business has averaged 
fairly well because of municipal and 
other building projects in this district. 
Residential building is distinctly below 
the usual seasonal rate and this has 
affected the business of both jobbers 
and retailers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 rs 100 cia 
3% x 3% in., $19; 4 x 4 in., 

Hinges.—Heavy strap, 6 in, "1. 85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5. 40; light strap, 
with’ scraws packed oné pair\ in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps. — Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1. 05; safety, 3 in., 
31 Go. per doz.; 4% in., $1.14; 6 in., 
Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


COIL CHAIN.—New prices have been 
announced by manufacturers, who have 
also adopted a policy of considerably 
higher quotations to jobbers in case 
they do not buy a full cask of any one 
size. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


¥% inch, $14.00 per 100 Ib.; 5/16 inch, 


$13.00 per 100 lb.; 34 inch, $11.25 per 
100 lb.; % inch, $10.50 per 100 Ib. 
On full casks a discount of 10 per 


cent is made. 
FARM, GARDEN AND LAWN.—Lawn 
tools are becoming less active with 
business confined largely to small or- 
ders to replenish retailers’ stocks. 
There is considerable activity in hay 
forks and other farm tools. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Lawn Rollers. —No. m = Ib., with 
water, $8.55 each; 265 Ib., 
$10.15; No. 5, 265 i “$12. to: No. 7, 
420 Ib., $14.60; No. 9, 565 Ib., $16.50. 

Garden Hose.—250 to 500 ft. coils, 
¥% in., 7144c. to 9c. per ft.; 5% in., 8c. 
to 10%c.: % in., 9c. to 12%%e.: in 
50 ft. lengths coupled, %c. per ft. 
higher; nozzles, Gem, $5.50 per doz.; 
Diamond, $4.50 doz.; Giant, $3.25 per 
doz.; reels, $1 to $4 each; Perfect hose 
couplings, $2 per doz.; Sherman hose 
couplings, $1.40 per doz.; Perfect hose 
members, 25c. per doz.; hose nipples, 
$2.40 per doz.; hose adapters, 32. 25 
per doz, 

Forks, Rakes and Hoes. — Manure 
forks, No. 31, $13.63 per doz.; No. 
41, $15.24; spading ire No. 84, 
$10.80 per "doz.; No. 72, $14.28; garden 


$8.64; No. 514; $9; 
_ $5.50 per doz.; figld hoes, $6 per 
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Barrows. — Garden, No. Si. hy “1 
each; No. 82, $4. 75: ”No. 83, 
84, $7.75; No. 45, $4.50; No. "3 ath 78: 
No. 25, $6.25 


Trowels. _—Garden, No. $1.40 per 
doz.; No. 803, 90c.; No. 369, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, T5c. 


Grass Hooks and Shears.—Hooks, 
No. 7, $2.50 per doz.; No. 450, $4; 
German, $3.60; English, $7. 
No. 360, $3 per doz.; No. 380, $3.60; 
No. 520, $5.50; No. 525, $7; No. 530, 
$5.50; No. 540, $6. 

Shears. — Pruning, No. 25, $2 per 
doz.; No. O, $4.50; No. 533, $6.50; No. 
4671, $9; hedge, 8 in., blades, $1. 25 to 
$1. 15 each; 9 in., $1.40 to $1. $0; 10 in., 
$1.60 to $2. 

Pruners.— Tree, Water, $1.30 to 
$1.60 each; Disston, $2 to $2. 10; Rock- 
ae E $1. 35 to $1. 65; McKinney, $2.60 
o $3.6 

» | —Ring, 60c. each; Rain 
King, $2.60; Giant Rain King, $8.25; 
Pluvius, $1.25. 

Sprinkling Cans. —Galvanized, 4-qt., 
$6 per doz.; 6-qt., $6.60; 8-qt.,. $7.50; 
10-qt., 40. 

Lawn Mowers.—12-in., $5 to $8.75 
each; 14-in., $5.25 to $13; 16-in., $5.75 
to $13.50; 18-in., $8.50 to $14; 20-in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1-lb. 
papers, 24c. per lb.; in 100-lb. drums, 
14c. per lb.; arsenate of lead, 1-lb. 
papers, 22c. per lb.; in 100-lb. drums, 
16c. per Ib. 


MISCELLANEOUS TOOLS. — The 
movement is fairly satisfactory at un- 
changed prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
zround, Nos, 13, 22, 113, 133, 324 and 
325; 5 ft., $5.40; 5% ft., $6; 6 ft., $7. 

Electric Drills.—No. 141, $24 each; 
No. 142, $32; No. = $48; No. 562, 
$35.20; No. 382, $41. 

Files. —Disston, Vy an 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garage Vises.—No. 438, $2 each; No. 
431%, $3; No. 44, $5. 





PAINTING SUPPLIES.—The expected 
slowing down in business, which ordi- 
narily occurs after the Fourth of July, 
is evident in this territory. Following 
an advance and a reduction of lc. per 
gal., turpentine is again quoted at 63c. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per lb. in 
100-lb. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 63c. per gal., in barrel 
lots; raw linseed oil, 12c. per Ib. in 
barrel lots. 


ROOFING PAPER.—A slight advance 
in all composition roofing papers went 
into effect July 1. 


SASH WEIGHTS.—Demand is rather 
quiet and prices are unchanged at $42 
a ton, f.o.b. Pittsburgh. 


SCREEN WIRE GOODS.—There is 
still a fair demand for screen wire cloth 
and screen doors and windows, but poul- 
try netting is no longer an active line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Screen Wire Cloth.—Black No. 12 
mesh, $1.85 per 100 sq. ft.; opal, No. 
12 mesh, $2.10; bronze, No. 14 mesh, 

5 


Screen Doors.—2 ft. 8 in. x 6 8 
in., No. 241, $18 per doz.; No. 288, Toa 
No. 457-G12, $22; No. 315- B14, $42. 

Screen Windows.—Wooden frame, 
extension, 12-33, $3.50 per doz.; 15-33, 
$3.85; 18-33, $4. 40; 24-33, $5.10. 

Hardware Cloth.—24 in. x 48 in., 
No. 2, $4 per 100 sq. ft.; No. 3, $4.30; 
No. 4, $4.65; No. 6, $5; No. 8, $5.50. 

Poultry Netting.—-Galvanized after 
weaving, 50 and 10 per cent off list. 





WIRE PRODUCTS.—Most of the prod- 
ucts are now rather quiet, particularly 
barbed wire and nails. Nails have been 
sold at $2.90 per keg, although the $3 
price still prevails on the usual run of 
business. This year’s prices on the 
Syclone line of wire fencing have been 
-eaffirmed for the coming season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Fence Wire 





per 100 lb. Annealed Galvanized 
No. 6 to 9 gage...... $3.00 $3.45 
1 Ui eye eee 3.05 3.50 
DRO acids ectswsceee Oke 3.55 
US, | reer ea 3.15 3.65 
(3 | Ae rere 3.26 3.80 
Be OE seevencteunvenas 3 4.00 
ig | Se ees torte 56 4.30 
De rrr a eae 75 4.55 
Barbed wire spool): 
SIMONE CGRUNS 6. 6kcsoccecaesacsii $2.97 
Die OI 6 ins.c crc cnes cc ccgaiee GAG 
EE cru wacsenedeeatncerhau 3.43 
BE CHES: 204 0scsnctacdeaecee 3.17 
2-point cattle (special).......... 2.25 


Field Woven Wire Fence (per 100 
rods): 
1047-11 
1047- 9 
726-11 
726- 9 
939-11 
939- 9 

Poultry and rabbit (No. 14% gage). 
No. 1635 .. $36. 











No. 1948 
No. 2158 
Smaller mesh: 
No 736 
No 
No 
No 
Galvanized Painted 
Tubular Angle Steel 
- el Fence Posts: 
2 eae ae) re ee 
6% St. cccccese OC. each 38c. each 
0. SRA 65ce. each 40c. each 
7% Peg SAR hua 45c. each 
Bright nail, base, per keg, 2.90 
to $3. 


Demand at Unusually High Level in 
Cincinnati—July Particularly Active 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, July 16.—A well-sustained demand for both sea- 
sonal and staple hardware articles has kept sales volume among local 


jobbers at an unusually high level for this period of the year. 


Con- 


tinued warm weather has quickened sales on seasonal merchandise 
and dispelled the usual midsummer lull in the hardware business 
here. In fact, it is estimated that the July volume of business will 
be well above that of a year ago and about on par with June activity. 

Dealers are displaying greater interest in stocking anti-freeze 
materials for winter trade than they did a year ago and orders on 
file with local jobbers’ to date are in greater number than in the 


corresponding period last year. 


Prices on denatured alcohol in 1- 


and 10-gal. lots have been reduced to stimulate retail purchases in 


these quantities. 


The new quotation on 1-gal. purchases is 72 cents 


a gallon and on 10-gal. lots the new price is 71 cents. 

Except for this cut in denatured alcohol and changes in roofing 
paper and radio tube quotations, prices remain firm. Light and me- 
dium standard roofing paper have advanced 5 cents, while Heavy 
standard and Heavy and Medium Holdfast paper are up 10 cents. 
The price on K red and green slate surface paper has been decreased 
5 cents. Price cuts ranging from 15 to 50 cents have been announced 


on several types of radio tubes. 





AUTOMOBILE ACCESSORIES.— 
Business is reported brisk by local job- 
bers. Tires and tubes are maintaining 
good sales volume and seasonal articles 
are selling well. Discounts of 7 per 
cent on tires and 10 per cent on tubes 
are being allowed to dealers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Balloon Cord Casings 


High Medium Low 
Grade Grade Grade 


(eee ie $7.40 $5.95 
eae 12.45 8.25 6.60 
BOM —vadéewee 13.65 9.85 ‘jatar 
TS , rrr 14.15 10.25 8.40 
os 8 eee 16.55 12.30 10.10 
OO siccasccie 19.45 14.35 11.85 
SOMEIEU b0d0008s 19.95 14.75 12.20 
High Pressure Cords 
SE. etwsccenas Pere eer $4.50 
Pie 2) Si ee $10.10 $7.50 5.25 
BE be6Gswesone omen 10.90 8.90 
|) AA Pr 14.20 11.50 9.50 
Po er 20.00 15.60 12.85 
Balloon Inner Tubes 
29E4.4D  .cciscvce $1.50 $1.29 
i 4 ae 1.60 1.40 
Oe, re 1.75 1.52 
ere 1.80 1.56 
SURGES Gadece sys 2.05 1.84 
oS arr 2.40 2.16 
' . 2.30 





ee 


eee 


ee 


Storer metros 
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High Pressure Tubes 







BOES: bic vscccsews se $0.90 
SOKSE 2 cc ccsewe $1.40 1.19 
BEES sc ccwoscecs 1.60 1.41 
i, eee rere 1.70 1.49 
GONE: se vvecse ve 1.80 1.56 






These prices subject to discount of 
7 per cent on tires and 10 per cent on 
tubes. 






Luggage Carrier.—Gate-type lug- 
gage carrier, light weight, 63c. each; 
58c. in lots of 10; gate-type luggage 






carrier, heavy weight, 80c. each; 75c. 
in lots of 10; disappearing type lug- 







gage carrier, 65c. each; 60c. in lots 
of 10. 

Polish.—_HLF auto polish, ™% pint, 
50c.; 1 pt., $1; 1 qt., $1.50. 40 per 





cent off; Duco auto polish, 6 oz., 50c.; 
1 pt., $1; 1 qt., $1.50; 3314 per cent off. 


BOLTS AND NUTS.—A normal vol- 







line. 
JOBBERS’ QUOTATIONS TO RE- 






TAILERS, F.O.B. CINCINNATI: 

0 Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent 
off list. 

BOYS’ WAGONS.—Current trade 





good and dealers are maintaining good | 
stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

3unny wagon, 85c. each; grey- 
hound No. 483, $3.10 each; greyhound 
No. 493, $2.85 each; greyhound No 
497, $3.75 each; greyhound No. 697, 
$4. 45 each; greyhound No. 293, $3.25 
each; scooter No. 108,~ $1.15 each; 
scooter No. 109B, $2.60 each. 


CROQUET SETS.—Warm weather has 
sustained the demand for this line and | 
sales are reported good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

No. 05, four-ball set, $1.25: No. 10. 
six-ball set, $1.65; No. A, eight-ball 
set, $1.95; No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


DENATURED ALCOHOL AND ANTI- 
FREEZE MIXTURES. — Business is 
unusually brisk in these lines. Prices 
on one gallon and ten gallon lots have 
been reduced. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Denatured alcohol in from 1 to 4 
drum lots, 61c. a gallon; in from 5 to 
9 drum lots, 59c. a gallon; in 10 drum 
lots or over, 57c.; a gallon; in gallon 
lots, 72c. a gallon; in cases of 10 gal- 
lons, 7lc. a gallon. 

Note.—The above prices are for 
August, September and October de- 
liveries. For November delivery 
there is an added charge of Ic. a gal- 
lon, and for December deliveries 2c. a 
gallon. There is a charge of $6 a 
drum, but this amount is_ refunded 
when the drum is returned. 

Eveready Prestone—1% gal. cans, 4 
to case, broken cases $3.80 a gal.; 
full cases $3.60 a gal.; 1 gal. cans, 
6 to case, broken cases $3.80 a gal. 
full cases $3.60 a gal.; ™% gal. cans, 
12 to case, broken _ $4.00 a gal.; 
full cases $3.80 a gal. 


BUILDERS’ 
sales have been good despite a slight 
decrease in the number of contracts 
taken. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 











Sash Weights.—Sash weights, $1.75 
per doz. 
Inside Sets.— Square bevel inside 


sets in case lots, $4.50 per doz. 


Butts.—3% in. old copper and dull 
brass butts, 14c. per pair in case 
lots; sand blast, brass finished butts, 
18c. per pair in case lots. 


FLASHLIGHT BATTERIES. — There 
has been no change in this item. 





HARDWARE. — Total | 





ume of sales is being maintained in this | 


| 
| 


: 


is | 





| GARDEN HOSE. 
tinued in good volume. 


| HOSE ATTACHMENTS.This 
/ has maintained a normal business. 


LAWN 
ported to be still in fair demand. 


JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 
each; 2 cell tubular battery, 
each; 3 cell tubular battery, 
each; small or large 
6%%4c. each. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Four qt. sprinkling pots, $5.25 
doz.; 6 qt. sprinkling pots, $5.95 
doz.; 8 qt. sprinkling pots, $7.10 
doz.: 10 qt. sprinkling pots, 
per doz.; 12 qt. sprinkling pots, 
per doz. 


per 
per 
per 
$7.90 


$9.00 


Sales have 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Rubber Hose.—5 ply, % in., 5%4e. 


per ft. in 50 ft. lengths for Leader 
brand; 7 ply, % in. red hose, $c. per 
ft. in 50 ft. lengths; double braid in 


\% in., 500 ft. coils, 64%c. per ft. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Diamond nozzles, $3.60 per doz.; 
pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 


HOSE REELS.—tThis item is still 
good demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Wooden hose reels, $14.50 per doz.; 
Boss, iron hose reels, $1.65 each; 
Donley all steel hose reels, $1.65 each. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
White Mountain.—1 qt., $2.43 each; 


2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each: 
8 qt., $6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5.55 
each. 

Peerless.—1 qt., $2.95 each; 2 qt., 
$3.45 each; 3 qt., $4.10 each; 4 qt.. $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 


count of 25 and 10 per cent applies 
on the above prices. 


MOWERS.—This item 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cheap Grade.—1l2 in $4.60 each; 
14 in., $4.90 each; 16 in., “$5.20 each. 

Ball Bearing.—14 in. medium grade. 
$7.25 each; 14 in. good grade, $8.75 
each; 16 in. medium grade, $7.50 
each; 16 in. good grade, $9 each; 16 
in. best grade, $11.25 each; 18 in. 
medium grade, $8 each; 18 in. good 
grade, $9.60 each; 18 in. best grade, 
$11.85 each. 


| LANTERNS. —There is no change 
this item. 


| 
| 
| 
| 
| 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Hot Blast Lanterns. — Little Star 
lanterns, $7.75 per doz.; Victor lan- 
terns, $8 per doz.; Monarch lanterns, 
$8 per doz.; O. K. lanterns, $9.25 per 
doz.; No. 2 Royal lanterns, $9.75 per 


doz. 

Cold Blast Lanterns.—Junior, $8.50 
per doz.; Junior brass, $15.75 per doz.: 
Junior brass nickel-plated, $20 per 
doz.; Little Wizard, $8.50 per doz.; 
Little Giant, $11 per doz.; No. 2 
Blizzard, $13 per doz.; No. 2 D-Lite, 
$13 per doz. 

Wagon Lanterns. — Junior Wagon 
with bull’s-eye lens, $17.25 per doz. 

Mill Lanterns.— Watchman’s mill 
lenterns, $25 per doz.; Underwriter’s 
mill lanterns, $27 per doz.; No. 
Blizzard mill lanterns, $39 per doz. 

Wall Lanterns.— No. 15, $35 per 
doz.; No. 25, $37 per doz.; No. 30, $37 
per doz.; No. 60, $9 each. 

Platform Lanterns.—Imperial, $15 
each; No. 1 Climax, $5.50 each; No. 
2, $6 each; Nos. 1 and 2 Climax 
Nested, $11.50 each. 

Display Stand ae 
4 


and 


Lanterns.—No. 26 display stand 


13c. 
13c. 
19loc. 
monocells, 


item 


in 


ICE CREAM FREEZERS. — Demand 
for this line has begun to slacken. 


is re- 


each; No. 26 display 


sortment (12 lanterns), $14 each. 





stand and as- 


Note.—A special allowance of 25c. 


per doz. 
doz. or more. 


is made on shipments of 3 


/RADIO TUBES.—Price reductions have 


con- | 


| ROOFING 
crease of five cents has been made in 
light and medium standard paper and 
ten cents on heavy standard and heavy 
and medium holdfast. 
cents is made on K. 


| tubes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
MX199 ‘general purpose tubes, $2 
each; MV199 several purpose tubes, 


$2 each; MX201A general purpose 
tubes, $1.25 each; MX201B general 
purpose tubes, $2. 50 each: 200A 


detector tubes, $3.50 each; MX240 high 
Mu tubes, $2 each; MX1112A4 power 
amplifiers, $2.25 each; MX171A, power 


amplifiers, 2.25 each; MX280 full 
wave rectifiers, $3.00 each; MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $1.75 each; MY227 
detectors, $2.50 each. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; No, 181, $2.65 per pair; 
No. 183, $2.75 per pair; No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
103 and 105, $1.37 per pair. 


MATERIAL. — Price 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.—Light, standard, 
85c.; medium standard, $1.00; heavy 
standard, $1.20; Light Holdfast, $1; 
Medium Holdfast, $1.35; heavy Hold- 
fast, $1.60; K red and green slate 

surface, $1.80. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.: coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 

., 12%4c.; in 5 Ib. cans, 916c. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per Ib. Certain-teed ce- 
ment, 36 Ib. to the case: $4.25 per 
case; in 5 Ib. cans, 12 cans to the 
box, 8%c. per Ib.; in 10 lb. cans, 6 
cans to the box, Tbe. per Ib, 


GALVANIZED SPRINKLERS.—Warm | /been announced on a few types of 
weather has sustained demand in this 
line. 


ROLLER SKATES.—Sales are normal. 


in- 


A cut of five 


SCREWS.—Business has been holding 
up well in this line. 








SCREEN 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 

Flat head bright screws, 50, 10 and 
10 off list; flat head blue screws, 50, 
0 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list; 
a wire goods, 85, 20 and 5 off 
st. 


item is lagging. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Screen Doors. —No. 241, 2 ft. 6 ~ 
x < ft. , $18 per doz.; No. 281, 
ft. 6 in. x 6 ft. 8 in, =o per ao, 
No. 314, 2 ft. 6 in x 6 ft. 8 in., $25 
per doz.; No. 355, 2 ft. 6 in. x 6 ae 
in., $33.35 per doz.; No. 315, 2 ft. 6 
in. x 6 ft. 8 in., $32.65 per doz.; No. 
315, galvanized, 2 ft. 6 in. x 6 ft. 8 in., 
$32.95 per doz. 

Window Screens.—No. 1833, $4.30 
per doz.; No. 2433, $5.15 per doz.; No. 
2437, $5.40 per doz.; No. 3037, $6.90 per 
doz.; No. 3637, $8 per doz. 


DOORS.—Demand for this 


WATER COOLERS.—Orders for cool- 
ers is beginning to slacken. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. : 
conker, + Fi 


2 gal. cooler, 

cooler, $2.05 each; 4 gal. 

each; 6 gal. cooler, $2.90 each; 8 gal. 
cooler, $3.90 each; 10 gal. cooler, $5 
each; Twentieth Century cooler with 
bottle, No. 50, in mahogany finish, 
$10.80 each; Twentieth ages cooler 
with bottle and stand, No. , in ma- 
hogany finish, $13.75 each: “Twentieth 
Century cooler with bottle, No. 50, 
in white finish, $11.25 each; Twenti- 
eth Century cooler with bottle and 
ey No. 500, in white finish, $14.56 
each. 
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Northwest Trade Conditions Fair—Crops 
Reported as Good—Prices Steady 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., July 16.—Figures showing the loadings of 
grain for shipment out of the producing era in the Northwest 
tributary to the Twin Cities reveal that the movement of grain 
which had been held by the farmers last fall was much greater than 


a year ago, during the month of June. 


This was induced by the 


comparatively high prices of grains during June, and with the de- 
cline in prices of grains in July the movement has been checked to 


some extent. 


This condition indicates that apparently the farmer 


was in better position to hold his year’s products in 1928 than dur- 
ing the previous year, and is now profiting by the fairly good market. 

Trade conditions over the Northwest are fair, with sections where 
lack of rain made necessary the plowing under of the small grain 


crops. 


Corn is showing up very well, and there are indications of 


a fine crop. Potatoes are well advanced, and, for the most part, 
the small grains in this section are evidencing a very fair return 


for the year. 


In dairying sections where pasture is good, cream 


checks are very satisfactory and business is good. 

Tourist travel is at its height, with everyone making the tourist 
welcome and inviting a still further increase in the number visit- 
ing the Northwest as a summer playground. 

Prices are steady, showing no changes for this week. 


AXES.—Sales are steady, with prices 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20.00 
to $21.50; single bit, handled, $19.25; 
double bit, handled, $24.25 doz., net. 


BOLTS.—Demand is good, with stocks 


well assorted. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and lag 
screws, 60 per cent from standard 
lists. 


BRADS.—Deliveries are showing a 


good demand. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Wire brads in 25-lb. box at 75 ner 
cent from lists. 


BUILDING PAPER.—Call for th’s 
line is at its height, with stocks well 
filled. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Red rosin sized paper, all weights, 
2.65 cwt., and tarred felt paper, 
$2.80 cwt., net. 


ket at present, with prices firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Log chains, 4 x 14, $12.05; % x 14, 
$9.15; % x 14, $8.60; proof coi! chain, 
% in., $10.30; % in., $7.40; '% in., 
$6.85" 5% in., $7.70 cwt., net. 


CHURNS.—Sales in this line are nor- 
mal for this time of year. Stocks are 
well filled and prices are steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


_ Barrell type churns, 3314-5 ver cent 
irom lists, 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.-—Deliveries show 
a good volume of business in this line. 
Stocks are ample, with prices steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Eaves trough, 5 in., slip joint, sin- 
gle head, galvanized, in crates, $5.25; 
6 in., $6.40; conductor pipe, 3 in., in 
crates, not nested, $4.90; 4 in., $6.85 
per hundred feet; conductor, elbows, 
3 in., $1.73; 4 in., $2.88 doz., net. 


FIELD FENCE.—Call for field fence is 
good, although retarded to some extent 
by haying and the beginning of harvest 
of small grains. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Field fence, 9 ga., top and bottom, 
11 ga., intermediate, 26 in. high, 
$39.69 per 100 rods, net, with other 
heights in proportion. 


FILES.—Sales are good, with prices 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from list. 


| GALVANIZED WARE.—Demands for 
CHAINS.—Demand shows a fair mar- | 


the many items of this line are steady, 
with stocks well assorted. Prices show 


| no changes. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $9.35; heavy, No. 1, | 
$13.20; No. 2, $14.40; No. 3, $15.60 
doz. net. 


GLASS AND PUTTY.—Sales in these | 
items show a fair demand, with prices | 
unchanged. 


| 
| 
| 
| 
| 
| 
| 
| 
| 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single and double strength A grade 
glass Minnesota prices 83 per cent 
from lists; strictly pure putty, in 50 
Ib. steel drums, $4.85 cwt., net. 


LAWN HOSE.—Demand is good, with 
stocks well filled. Prices show no 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Lawn hose, Manhattan, black, %- 
in., 500-ft. bales, $7.25; %-in., $8.50; 
5-in., 50-ft. lengths, coupled, $7.75; 


Manhattan, red, %-in., 500-ft. bales, 
$7.75; %-in., $9.00; %-in., 50-ft. 
lengths coupled, $8.05: Good Luck, 
5g-in., 6-ply, $9.00; Bull Dog, %-in., 


7-ply, $12.75 per 100-ft. net. 


LAWN MOWERS.—This is the height 
of the selling season in this line, with 
stocks well filled. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Lawn mowers, Philadelphia, Style 
A, 15-in., $15.75; 17-in., $17.85; 19-in., 
$19.95; Riverside, Ball-bearing, 16-in., 
$7.25; 18-in., $8.25 ech, net. 


MILK CANS.—Demand continues very 


good. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 


| NAILS.—Deliveries are fairly heavy, 


with stocks kept up to meet the de- 
mand. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 ner keg, base. 

POULTRY NETTING. — Sales are 


showing a grading down from the heavy 
spring selling season. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Poultry netting, hexagon mesh, 60 
per cent from lists. 


PYREX OVENWARE.—Call for this 


| line is normal for this time of the year. 
| Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


No. 623 casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.33: No. 212 bread pans, 60c.; No. 


200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2 No. 26 tea pots, $2.33; 
No. 953 percolator tops, 7c. each net. 


ROPE.—Call for rope is fairly good, 


| with stocks ample. 


| SANDPAPER. — Sales are 


Prices are firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade manila rope, 7-16 in. 
and larger, 24c.; % in., and smaller, 


25c.; best grade sisal, 17%c. lb. base. 


showing 
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good volume, with stocks well filled. 


Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SASH CORDS AND WEIGHTS.—De- 
liveries are fairly heavy, with stocks 


ample. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Sash cord, best grade, 65c. lb base; 
second grade, 38c. lb.; third grade, 
27c. lb. base, net, and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS.—Demand is 
good volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 


steady, 


SOLDER.—Call for solder shows a very 
good sale in this item. Prices have not 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Warranted half and half solder, 


30%c. Ib., and strictly half and half 
solder, 31%c. Ib., in 100-Ib. boxes, 
net. 





with 
Prices show no changes. 





STEEL SHEETS.— Deliveries show 
good volume of sales, with prices 
steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Galvanized steel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 


net. 
TIN.—Call for sheet tin is steady, with 
stocks well filled. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 Ib. coating IC $14.75 box net. 





WHEELBARROWS.—Sales are still | 


very good, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.0.B. TWIN CITIES: | 


type tray, 


Wheelbarrows, barre! 
grade, 


best grade, $41.30; 
$34.70 doz., net; tubu ~~, steel tray, 

$7.20; Gopher garden, $3.75 American | 
garden, $6.25 each, net. | 


second 


WIRE.—Fence wire is selling at a fair | 
rate, with stocks well filed. Prices are 
unchanged. 

JOBBERS’ QUOTATIONS TO RE- 


smooth galvanized wire, 


9 (base) 
No. 9 smooth black 


$3.65 cwt., and 
wire, $3.20 cwt. 


WIRE CLOTH.—Demand is shading off 
as the season advances. Prices have not 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Wire cloth, 12 x 12 mesh, black 
painted, $1.85, and 12 x 12 mesh, 
anaes finish, $2.25 per 100 sq. ft., 
jase. 

Bronze wire cloth, 14 x 14 mesh, 
$7 per 100 sq. ft. in full rods, net. 


WRENCHES.—Sales are steady, with 
Prices show no 


stocks well filled. 


changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


60-10 per 


wrenches, 
54 per 


Agricultural 
wrenches, 


cent; keg model 
cent, engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nuts, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 
Snap-on Wrenches.—Radio and 
electric sets in metal cases, $2.75; 
No. 191 Master Service Sets, $13.75; 
No. 202. Heavy Duty Sets, $3.20; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankease Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-cen with extra heavy 
duty ratchet, $27.35 list, less 3314 per 


Galvanized barbed cattle wire, $3.11 
per 80-rod snool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 


| 
TAILERS, F.O.B. TWIN CITIES: | 
| 


cent discount. 
Crescent, 6 in., $5.65; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 


Collections Are Improving, According to [ 


New England Shelf Hardware Jobbers 


BosTON, July 16.—Perhaps the best news the New England shelf 
hardware jobbers have to offer this week is that collections are grow- 
There are, as usual, slow accounts, and other retailers 
that are somewhat handicapped by substantial charge account cus- 
tomers leaving town for the summer with hardware bills unpaid. 
But the slow accounts grow fewer each week, and the average retail 
dealer sees that charge customers do not leave town until bills are | 
It goes without saying that retail business must be good, | 


ing better. 


paid. 


otherwise collections would not improve. 


circles. 


Retail buying embraces a wide variety of merchandise, and during 
the past week included some futures. 


(Boston office of HARDWARE AGE) 


Naturally, optimism is 


Owing to recent hot weather 


there has been a tremendous demand for rubber hose, lawn sprink- 


lers and haying tools. 


this fall and winter. 


ing power is being built up and will assert itself later in the year. 


| 
| 
gradually crowding out pessimism in retail and jobbing hardware | 
| 


Rubber hose continues scarce and jobbers | 
still have a sizable number of back orders for same. But apparently 
jobbers have all the other merchandise required and are making 
good deliveries, despite the fact that many employees are away on 
vacation. Jobbers take a very cheerful view of the business outlook 
It is pointed out that there is less unemploy- | 
ment in New England than for some time, and that all industries are 
operating on longer schedules than a year ago. 





Thus a retail buy- 


ASH CANS.—Jobbers report bookings 
of ash can orders for next fall deliv- 
ery. Retail stocks are reported as 
small. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Ash Cans.— Galvanized, No. 15, 
in lots of 12, $9.60 ; 
No. 176, in lots of 24, $16.40. No. 
171, $3.12 each net; No. 181, ; 
No. 120, $4, six ribs, No. 0180, $2.25. 
In lots of 25, No. 260, $1.80 each net; 
No. 26, $3.50; in lots of less than 25, 
No. 260, $2, No. 26, $3.80. No. 7, $14 
$31. doz, net; No. 1724, $24; No. 1800, 


AUTOMOBILE ACCESSORIES.— 
Automobile tire sales are improving, 
according to both retailers and jobbers. 


| There is also a freer movement of other 


accessories, especially of treads, spark 
plugs, clocks and windshield wipers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Tires.—Mansfield line, heavy duty, 
straight side, 30 x 3% in., $8.85 each, 
list; 31 x 4 in., $10.80; 32 x 4 in., 
$11.50; 33 x 4 in., $12.10; 32 x 4% in., 
$15.55; 33 x 5 in., $21.15; 35 x 5 in., 
$22.70. Discount, 7% per cent. 

Tires.—Mansfield line, balloon, 27 x 
4.40-19, $7 each list; 29 x 4.40-21, 
$7.40; 30 x 4.50-21, $8.25; 30 x 5.00-20, 
$10.20; 31 x 5.00-21, $10.65. Discount 
7% per cent. 


Tires.—Mansfield line, balloons, six- 
ply, 30 x 4.50-21, $11.05 each list; 30 x 
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5.25-20, $14.30; 30 x 5.50-20, $16.05; 35 
x 6.00-23, $19. Discount, 74% per cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. An less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75-21, $9.90 per carton 
list; 31 x 5.00-21, $10. 50; 30 x 5.25- 
20, a? 29 x 5.50, $12.90; 30 x 
5.5 13.50; ¥ a -90; 
31 x 6.00-19, $13.20; 32 x 6.00-20, 
$13.80; 33 x 6.50- 21, $16.50. Discount 
10 per cent. In less than carton lots 
10c. per tube should be added to the 
cost, 

AXES.—Certain retail dealers are plac- 
ing orders for axes to be delivered next 
fall. Jobbers are frank to admit, how- 
ever, that they do not sell as many axes 


Corks.—XX tapered, No. 5, 84c. 
per bag of 500; No. 6, 92c.; No. 7, $1; 
No. 8, $1.20; No. 95 $1.50; No. 10, $1. 68; 

" » $1. ¥ . $2.50; No. 16, 
$3.50; No. 18, $4. Short -No. 18, $3.20. 
-— —Straight, No. 14%4C, $6. 90 rer 


"ine —Assortments, No. 7-20, $2.75 
per bag of 500. 

EXTRACTORS.—Hot weather has cre- 

ated a bigger demand for all kinds and 

makes of fruit juice extractors. Job- 

bers are making prompt deliveries. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Oranaeader.—No. 96 2 per doz. 
net; lemon juice extractor, No. 4, 
90c., No. 6, 80c. 


$4.80. Giant, individual green, $6.65; 
colored tint, $6.90. Standard, indi- 
vidual, $5.49 per square, net. 

Roof Coating.—No-Tar-In.,_ black, 
one gal. containers, $1.25 each, list; 
five gal. containers, $1.10 per gal.; 25 
gal. containers, 80c. per gal.; v0 gal. 
containers, 75c. per gal. Red, one gal. 
containers, $2 each list; five gal. con- 
tainers, $1.85 per gal. Discount, 40 
per cent. 


SAWS (WOOD). — Retailers have 
started buying wood saws for next fall 
delivery. Jobbers’ bookings to date are 
slightly ahead of those of the corre- 
sponding time last year, which is taken 
as an indication that retail stocks are 
extremely light. 





FREEZERS.—Sales of freezers have 
improved, but so far this season are | 





at this time of the year as they did sev- 
eral years ago. 


JOBBERS’ oe uaa, TO RE- | 
TAILERS, F.O.B. BOST | 

Axes. — Standard ara without | 
handles, $14.50 per doz. net. The 
usual 2xtras for weights and handles 
obtain. 

Handles.—Single bit, 2s-in., 37 per 
doz. net; 30 in., $6. 40; 32 in., $6.40 and 
$4.86; 28 in. 36 16 and $5. 


CAMPERS’ GOODS. — Retailers in 
many instances have found it necessary 
to fill in stocks of campers’ goods. Ag- 
gregate jobbing sales the past week 
were quite flattering. 
JOBBERS’ oa maaron, TO RE- 
TAILERS, F.O.B. BOST 
Compasses.—No. 182, ong each net; 
No. 18368, $10 per doz. net; No. 1770, 
$2; No. 5613R. $1.25 each net. 
Axes.—Marble line No. 2 — 
$2.17 each net; No. 6, $1. ae: Cae a 
Knives.—Marble line, N 45 $2 
each net; No. 49, $1.50; No. $45, $1.67; 
Richards, No. 1114, $5 per doz net. 
Universal, No. 0020, 6 in., $17 per 
doz. net; No. 0020, 5 in., $15. 
Camp Stoves.—No. 2, 8.50 each 
net; No. 9, $6.25; Gypsy, $4.70. 


CAPS AND CAPPERS.—Retail aa, 
est in caps and cappers has been some- | 
what stimulated by low prices made by | 

| 





jobbers on certain types of cappers. 
The low prices hold good through July 
and yore sane 


OBBERS’ ght seed TO RE- 
TAILERS, F.0.B. BOST 


Bottle Crowns.—One gross to the 
carton, 2lc. per gross net; ten gross 
to carton, 20c.; fiftv gross to carton 
9c, 


Cappers. —Indestro, No. 1000, $14 
per doz. net; Eveready, No. 101S, $10; 
Climax, No. 250, $6.50; No. CB, $15. 


CARVERS.—Advance orders for carv- 
ing sets to be delivered next fall have 
been taken by jobbers, but the real buy- 
ing movement probably will not get into 
full swing until after the vacation sea- 
son has ended. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
i sel, beef, 3 
piece sets, stag handle. $3.50 to $6 
net per set; with ivory handles, $3.40 
S 3 with pyrohorn handles, $5 
°o 

Bird.—In pairs, stag handle, $2.25 
es $3.75 per set; with ivory handles, 

ie —In pairs, with stag handles, 
$2.75 to $5.75 per pair: with ivory 
handles, $3.50; with pyrohorn han- 
dles, $3.75 to $4.75. 


CORKS.—In common with the better 
market for caps and cappers, there is 
a more brisk call for corks. Corks 
should sell well at this time of the year, 
for it is now that root beer and other 
cooling drinks are concocted in thou- 
sands of gallons. 


JOBBERS’ Tarot, TO RE- 
TAILERS, F.O.B. BOST 








somewhat behind those of former years. | 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: | 
White Mountain Freezers.—2 qt., | 
$5.65 each; 3 qt., $6.75 each; 4 qt., | 
$8.25 each; 6 qt., $10.45 each; 8 qt., | 
$13.50 each, and 10 qt., $18 each. | 
These are list prices and are sub- | 
ject to dealers’ discount of 40 and 10 
per cent. | 
FRUIT PICKERS.—Those retail deal- 
ers who did not cover their fruit picker 
requirements some time ago are doing 
so now. 


JOBBERS’ bg ago Ae TO RE- 
TAILERS, F.O.B. BOST 

Fruit Pickers. stein No. 299, 
without wire-wound socket, $5. 50 per 
doz. net; Perfect, No. 327, $5.50. 


JAR RUBBERS.—As the season for 
preserving has arrived, retailers report 
a better demand for jar rubbers. They | 
add, however, that New England women 
do not put up preserves in the quanti- 
ties their mothers did. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Rubbers.—Fruit jar, in broken case 
lots, 75c. per gross net; in full cases, 
70c. 


KITCHEN GOODS.—Rather than 4 


| 
| 
| 
| 
| 
| 





hot fires going all day, housewives are 
buying pressure cookers. Retailers, in 
turn, have been obliged to order from 
jobbers. The demand for kettles also 


| shows more life. 


JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.O.B. BOSTON: | 
Cookers.—Pressure, solid cast alu- 
minum, No. 1, 10 qt., $26.40 each net; 
No. 2, 15 qt., $29.60; No. 3, 20 qt., 
$33.20; No. 4. 25 qt., $38.86. 
Kettles.—Aluminum, No. 732, 2 at., 
$2 each net; No. 733, 3 qt., $2.25; No. 
734, 4 qt., $2.63; No. 736, 6 qt., $3; No. 
738, 8 qt., $3.50; No. 740, 10 qt., $4.25; 
No. 742, 12 at. $5; . 744, 14 qt., $6; 
No. 746, 16 qt., $6.25; No. 750, 20 qt., 
$7.80; No. 754, 34 qt, $8.75. Cast iron. 
No. 1194, 4 at., $ 1.33 each net; No. 
1196, 6 qt., $1. 47; No. 1198, 8 qt., $1.82; 
No. 1202, 12 qat., $2.24. | 
| 
| 
| 


ROOFING MATERIAL.—Building pa- 
pers are moving out of jobbers’ stocks 
in larger volume as a result of an in- | 
crease in home construction in various 
parts of New England. The call for 
roofing papers is rather limited, how- 
ever, while that for shingles is fair. 


JOBBERS’ Sp aghlot lend TO RE- 
TAILERS, F.O.B. BOSTO 

Roofing paper. aaa smooth 
surface, heavy, $1.75 per roll net; 
extra heavy, $2.05; medium, $1.30; 
sos" 90c. Mineral surface, $1.80 to 
1.9 

Building Paper.—Sheathing, 30 Ib. 
rolls, 90c. per roll net; 40 Ib. rolls, 
$1.75; 20 Ib. rolls, 95c. Red rosin, 20 
lb. rolls, $63 a ton net; 25 Ib rolls, 
$63. Asphalt felt, 65 lb. rolls, $61 a 
ton net. 

Shingles.—Hexagon, three-tab, 10 
in., $3.84 per square, net; 12% in., 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Saws.—Wood, Disston line, one 


man, Champion tooth, No. 2, fine, 5 
ft., $2.35 each net, 3%. ft., $2.75, 
&- fe, 3.15, 4% f., $2.55; Ideal, 





é Eas 1.50; Four 
Cutter, No. D110, “3 1 4 ft., $3.80; Dock- 
ing, No. 196, 2 ft. $22 50 per doz., 
2% f{t., $30. Two men crosscut, nar- 
row, No. 286, 4% ft., 91.95 each, 5 ft., 
$2.20, 5% ft. $2.40, 6 ft., $2.60. 
Beaver, hollow back, No. 494, 5 ft., 
$5.40. 5% $6. 

Saws.—Woo0d, ee line, Cres- 
cent ground, No. 5, a $5. 40, 5% 
t., $6; No. 326, bY, ft., ° 6 

Saws. — Wood, Atkins line, one 
man, No. =, 2.38 each net, 





3% ft., $2.78; No. 392, 4% 
~ $3. 12, 4 ft No. 749, 4 ft., 
By (5% No. 388, $2.60, 5 ft., 
5) bY ft., $3.20: 379, 414 ft., 
a1. 95, 5 £t., $2. ie oi ‘ft, $2.39; No. 8, 


5 ft., $5. 40, 51% $6. 


STAKES.—Some ssceaieiianel is re- 
ported by jobbers in the movement of 
stakes out of stock. Sales this year 
have been quite gratifying. 


JOBBERS'’ ap gh ee TO RE- 
TAILERS, F.O.B. BOSTON: 


Stakes.—Bamboo, green, 3 ft., 65c. 
per 100 pieces net, 4 ft., 75c. Natural, 
4 ft., $4.50, 5 ft., $5.50, 6t., $6; 8 ft.. 
$7. Average size of natural, % to % 
in. diamater. 


SWINGS. — Those retailers making 
more or less of a specialty of toys and 
other merchandise for small folks’ use 
are doing quite a good swing business. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Swings. — Lawn, childrens’, No. 
600, $5.50 each net; doll, No. 252, 
$10,50, No. 258, $16; chair, ‘No. 261, $4. 


VENTILATORS.—A reduction of about 
25 per cent has been made in prices for 
the Wurldsbest line of ventilators. 


JOBBERS’ ya et tr TO RE- 
TAILERS, F.0.8. BOSTO 


Ventilators.—De-Flekt-Air, No. 63 
(6 x 33), $2.45; No. 87 (8 x 37), $3.45; 
No. 88 (8 x 48), $4.70, and No. 1 
(11 x 37), $4.70. 3 

Continental wood frame cloth, No. 
V-836, $2.45; No. V-923, $2.50; No. 
V-937, $3.45; No. V-949, $4.70; No. 
V-959, $5. * No. V-1537, $4.70; No. 
V-1549, $6.2 

Contine ntad metal frame _cloth, No. 


33, $2.80; No. 837, $3.45; No. 845, 
$4. do; Bg 1137, $4, 70; No. 1145, $5.30; 
No. 1437, $5.95, and No. 1445, $6.75. 


vecm prices are all] net per dozen. 
Wurldsbest, No. 8, $2 each list; 
No. 4, $2.50; No. 5A, $3; No. 6A, $4; 
No. 6B, $4.50. Discount 334% per 
cent. 
| WINDOW WEIGHTS.—The market for 
| window weights is rather limited. Re- 
tailers are buying only as demands are 
made upon them. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Window Weights. — From _ stock, 
2%c. per Ib. 
From Foundry. — Local shipment, 
$38 per ton. 
























50 a eee HarpDwaAre AGE for JuLy 18, 1929 


Current Demand for Hardware Satisfactory 


in New York Wholesale Hardware Market 


brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 


NEW YoRK, July 16.—Though this is the time for the proverbial 
summer slump in the local wholesale hardware market, there has spool, $12.40; 18 ga. 1/64 silk covered 
° . ° . . . ° lamp cord, maroon, old gold, old 
been very little falling off of business in this section since July 1. | __ brass, white, green and brown, 500 ft: 
Current demand for strictly staple lines is considered satisfactory. ak war ane aes we ee ke 
Demand for steel goods is, of course, spotty and of a fill-in nature, 


spool, $13; 18 in. 1/64 cotton covered 
but at that is substantial. This condition is true also of garden hose 


lamp cord, maroon, white and dark 
brown, 500 ft. on a spool, $8.30; 18 ga. 
1/32 cotton covered lamp cord, green, 


j i i j white, maroon, oak tan and dark 

and kindred spring lines. Prices generally average steady. | brows, 500 ft. ona spool, $10.75; 18 
Collections continue slightly better than they have been. Some ga. 1/64 cotton single conductor, wire 

: . . > 2 | white, brown, oak tan, white with 
early interest is observed in fall goods, prices on which appear to be | marker, brown with marker, and oak 
| tan with marker, 5 t. on a spool, 

about the Same as last year. | $4.25; 18 ga. 1/32 cotton twisted lamp 
| cord: green and yellow, 250 ft. on a 


spool, $12.50; 18 ga. black cotton re- 


BUTTS.—Prices continue to be fairly | FREEZERS, ICE CREAM.—Has been! = inforcea cord, 230 ft. on a spool, 
steady, with the demand reported as | a little slow getting under way in this $16.50; 18 ga. cotton covered heater 
fair. Jobbers quote 3% by 3% steel| market. Prices are steady. Stocks are | cord, 250 ft. on a spool, $16.50. 


butts at 18%c. per pair. In case lots} ample. | LANTERNS.—Demand is very small 
the price is 17%c. per pair and in| JOBBERS’ QUOTATIONS TO RE- oe , " 
anernni tobi: We: see wale TAILERS, F.0.B. NEW YORK: at present time. Prices are steady. 
| ——. - eee S ne size, — JOBBERS’ ea ee aie: RE- 
T = al * } galvanized tapered, 8.00 per 0Z., | TAILERS, F.O.B. NEW 

BOLTS AND bs NUTS. There is no same enameled-galvanized, $10.00 per : wey F f R 
change in this line. Prices are the same| _doz.; 4 qt. size, enameled-galvanized, | Lanterns, Hy-Lo, $7.50; Victor, 
and demand continues moderate. Stocks| $18.00 per doz, and 1 pint size, | $11.00 "Janier, wagon. $1125; Watch: 
: fa | Junior, enameled, $4.80 per doz. | eM ein, ill ical ent ake a 
are satisfactory. | Tne ae men’s Mill, $25.00; No. 2 Blizzard, 
Auto Vacuum, No. 1, $2.33 each; $39.00, and No. 30 Beacon wall, $37. 
JOBBERS’ QUOTATIONS Le RE- No. 2, $2.67 each; No. 3, $3.33 each, Prices are per dozen and subject to 
TAILERS, F.0O.B. NEW YORK | and No. 4, $4.00 each. Prices are | special allowance of 25 cents per 

Cities Henn: fe 1 : | NET. dozen on shipments of 3 dozen or 

lots, G0 er = nt off list. ist. Case | Casco Effortless freezer, $2.67 each, more es one time. 

Stove bolts, 80 per cent off ust, | NET. a vacuum Freezer, gray ten Sey seek BS Set 

Sathine bolts % by 6 and smaller verybody’s Vacuum Freezer, gray wt ay ree ‘ 

50 and 60 off list: larger to 1 by 30, | enameled, 1 pint, $3.50 each; 1 at., : 
50 per cent off list; 1% to 1%, 30 off | F — oe Pay y —_— Bo | NAILS.—Prices shown are representa- 
a ee screws, 55 off list. Case lots | prices are LIST and subject to a | tive, with current demand fair. 
. ‘ S, oe L st. ase Ls, saler’s is 3¢ > > E 
60 per cent off list. Stepbolts, 90 per | ““Becriess cottage special, 2-at. size, | _ JOBBERS’ QUOTATIONS TO RE- 
: | $1.50 each, NET. TAI ’ 

7 “ ‘ . | White Mountain, 1 qt., $2.43; 2 qt., | ire nails ht, 4d, $4.4: 
FANS, ELECTRIC.—Though it might! $2.83: 3 qt., $3.38:'4 at., $4.13; 6 at. oir en an le a ee sa. $4.08 
be thought that the bulk of this busi- | at sr a Ot eee tea $1600" per keg: 16d, $3.95 per keg; 20d, $3.85 

r ot¥.45, 10 <.50; 1t.,_ 920.0U. yer keg; common wire nails, galvan- 
ness has been done for the year, whole- | These prices are EACH and NET. ined. 4d. $6.95 per keg; 6d, $6.70 per 


. : ae | keg; 8d, $6.55 per keg, and 10d, $6.45 
GARAGE SETS.—Demand is only fair| per kee. 


i = Wire box nails, smooth, 4d, $4.65 
but ee. eee ee steady. Job- | per keg; 6d, $4.30 per keg; and 8d, 


salers report a very substantial demand 
at the present time, with prices un- 
changed. Stocks are fair. 


JOBBERS’ QUOTATIONS TO RE- bers quote $2.40 per set for small or- | $4.15 per keg. Wire finished nails, 

TAILERS, F.0.B. NEW YORK: ders and a price of $2.25 for six sets | pean. 64, 2 ove Se tod 320 
“ar keg; & or Keg, & 

Comparative grade, 8 in., $3.15 each; or more. In quantities of 18 or more | per keg. Wire finishing nails, gal- 


in case lots, $3.00 each; 9 in., $3.85, } . . | vanize f or keg; 6d, 0: 
and in case lots, $3.67 each; 10 in., | sets the price is $2.10 per set. pag eed rd oO raed ody pe tion 
$4.90 each, in cast lots, $4.67; 16 in., . , | $6.70 per keg. 
$11.00. Ppt are non-oscillating. 10 JUVENILE VEHICLES.—Very active, | 
in. oscillating model is $7,00, and i . : ‘ i 
in, oscillating model ts $7 and in with hag ne Jobbers 9g, ag ROLLER SKATES.—Demand ad fair, 

, — ‘ : ‘ unusually good season on is line.| though there has been a fairly active 

FLY SWATTERS.—Active, with prices | Wholesale stocks appear adequate. call recently. Prices are the same. 

JOBBERS’ QUOTATIONS. ro. RE- 


unchanged. JOBBERS’ QUOTATIONS TO RE- 





JOBBERS’ QUOTATIONS TO RE- TAILERS, F.O.B. NEW YORK: 
| LER F.0O.B. NEW 
TAILERS, F.0.B. NEW YORK: Child's garden sets with 18° in. | TAILERS, 
Fly swatters, rubber, flexible, 14 | handles. Set No. 1, 10c. each; No. 6, | Roller skates, Union line, eet 
} web heel and toe straps, plain steel 


17c. each, and No. 9, 30c. each. 


in. overall, 24 in display carton, 6%c. | 4 ; 
each; Kant-Mis, black wire cloth, 12 Arcade toy lawn ‘mower, No. 564, rolls, 72c. per pair; same with toe 
mesh, tinned wire handle, $6.75 per 55¢e. each. In lots of 12 or more, 50c. clamps and web heel, 78c. per pair: 
gross in gross lots, $7.00 per gross in each; No. 565, 85c. each, in lots of same for boys with self-contained 
half gross lots. Black Hawk, 5%c. 12 or more, 75c. each. ball bearing wheels, $1.42 per pair; 
each; $7.75 per gross. | Bissel’s toy carpet sweepers, Lit- for girls, $1.62 per pair. 
FR | ie. Helper, 16%c. —— sige ne Roller Rope ser yon ee ag — 
‘RUIT P v—— ; | 31% c. each; Little Jewel, 834%4c. each; 2%c. each; skate wheels, with self- 
PRESSES -Though ™ little | and Bissel Junior, $1. 331% each, contained ball bearings, 10c. each; 
early, some interest is being shown in | Velocipedes, No. 840, $5.95; No. ott. ball bearings, 15c. or 100; age - 

i ; | $6.55; No. 842, $6.90, and No. 3, each; cotter pins, 15c. per axle 
this group of goods. Prices shown here | $8.15 each; No. 850, $7.50; No. 851, nuts, $1 per 100; axle nut washers, 
are not expected to change. $7.80; No. 852, $8.15; No. 853, $9.70 60c. per 100; adjustment binding bolt, 

JOBBERS’ QUOTATIONS TO RE- | each. . 7 65c. per 100, and toe clamps, c, per 

TAILERS, F.0.B. NEW YORK: Sidewalk cycles, No. 900, $9.40; No. pair. re 

anit | 910, $10.65 each; No. 922, $17.50, and Chieftain line, No. 400, for either 
Fruit crusher, galvanized steel hop- No. 932, $17.50 each. boys or girls, self-contained ball 
per, aluminum frame and_ with | Coaster wagons, No. 750, $1.80 each; bearings, $1 45 per pair; Redskin line 
ee Se ee ee ee No. 751, $2.25, and No. 761, $3.25 each. | for boys or girls, 85c. per pair. — 

ee ; oT Chicago line, No. 181, $2.65; No. 183, 

Fruit press, cast iron base, and LAMP CORD.—Current business is $2.75; No. 185, $2.75; No. 101, $1.33 
plunger, 3 at, capacity, $3.60; six qt. fairly good. Prices are the same. and Nos. 103 and 105, $1.38 per pair. 

acity, $4.50 each. 

Fruit presses, hardwood frame, oak JOBBERS’ bg pha M a2. RE- SOLDER.—Sales are fair, with prices 
tubs, etc., No. 0, plain tub, $6.00 each; TAILERS, F.O.B. NEW th B eee ” 99 Ib 
with hinged tub, from $7.50 to $18, Lamp cord, prices are ota con ft.; e€ same. bar solder 1S sec. per 1D. 


silk covered lamp cord, and strip solder is $2 per 5-lb. box. 


according to size. 18 ga. 1/32 
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SCREENS, WINDOW.—Has been fair- 


$1.68; 2,8x6 -10, 


prices: No. 241, 2,6x6-6, $1.61; 2,8x8-8, 


JOBBERS’ QUOTATIONS TO RE- 


70; 2,8x7, | $1.72; TAILERS, F.0O.B. NEW YORK: 


ly active. Prices shown are repre- 2,10x6- 10, $1. 18; x6-8, 2,10x7, $1. 80; 
sentative 3x7, $1.85; No. 281, 2,6x6-6, Wood screws, flat head, bright iron, 
. 2,8x8-8, $1. 78; 2,8x6-10,' $1.80: 1 41-10-10; round head, blue, 40-10-10; 
JOBBERS’ QUOTATIONS TO RE- 1.82; ’2, 10x6-10 $1.86; 3x6-8, x7, round head, iron, nickel plated, 27%4- 
TAILERS, F.0.B. NEW YORK: 1.89: 3x7, $1.95; 88, | 2,6x6-6, 10-10; flat head, galvanized, 20-10-10; 
2.18; 2,8x8-8, $2. 24; °3, 8x6-10, $2.26: flat head, brass, 3214-10-10; round 
Continental window ae No. 8x7, 29; '2,10x6-10, $2.33; 3x6-8, head, brass, 2714-10-10. These dis- 
1533, $4.10 per doz.; No. 1833, $4.60 2 10x7, $2. 36; 8x7, $2. ig No. 288G1 2 counts apply to new standard screw 
per doz.; No. 2433, $5. 50 per, goz.; ;_No. 12, 6x6- 6, $2.19; 2, Sxs- 8, $2.88; 2,8x6-10, lists. 
ot $5.80 per doz.; No 3, $6. 45 8x7, '$2:33; 2,1 foxe. 10,’ $2.36; Machine screws, flat and round 
r doz.; No. 2837, $6.80 &, po ;_ No. or 4, 2, 10x7, $2. 4; x7, $2.48: No. head, brass, 60 per cent discount. 
2841, '30_ per doz.; No. 3033, $6.75 313, x6-6, »8x8-8, $2.26; Iron, 60-7% per cent discount. 
per. doz. fag hy $7.45 per doz.; No. 2,8x6- ite $2: 29; 2 axt, $3 “81; ,2,10x6-10, 
nelahteen window screens: No. $2.33; 3x6$ 21 a o§2-87 ne $4 : "IRES AND TUBES.—Fairly active at 
a. =. A SL. js. 2,8x6-10, $2.40; 2,8x7, $2.43; 2,10x6-10, the present time. Though there has 
’ 2.48; -8, . -51; 57; i i 
Sos. No. 2438G, $6.76 per doz.; No. _ strain’ Bro! 5 Sete boob been much rumor about revised prices, 
per dot 19. per, doz. By My on $1:98; 2,8x6-10,, 00; 2,8x7, $2.03: no changes have been made nor does 
; 10x ; i 
No. 3045G, $8.85 per doz.; No. 3637F 3x7, $5150: No 6 eet eee’, $3 tet there seem to be any definite reason 
$9.30 per doz. 2,8x8-8, $3.65; 2 8x6-10, $3.70; ; on for expecting new prices. 
Window screen frames: No. as0s6, $3.75; 2,10x6-10, $3.79; '3x6-8, | 2,10x?, 


S 9 per doz.; No. M3684, $8.75 per 


JOBBERS’ QUOTATIONS TO RE- 


a ee po ete rae ery fae TAILERS, F.O.B. NEW YORK: 
. - 8X .82; 2,10x6-10, .40; 3x6-8, 

vanized wire cloth, 14 mesh, No. 1, "10x7, $4.45: 3x7, $4.55; No. 84 Galv., get ar dee tunes bi cde sO nibs. 
$7.20 per doz.; No. 3, $9 60 per doz. ; 2,6x6-6, $2 00; 2 8x8-8, $2.08; 2,8x6-10, $8.25; tubes, $1.60; 29 x 4.75, $9.55; 
No. 4, $10.40 per doz.; No. 6, $11 2.13; '2,8x7, $2.16; 2,10x6-10, $2.21; tubes, $1.70; 29° x 5.00, $9.90; tubes, 
per doz.; No. $12.4 per doz 3x6-8, 2,10x7, $2.24; 8x7, $2.31; oO. $1 15: 30 *x 5 00 $10 20: tubes: $1 80: 

Diamond E with golden. bronze 381G14, 2,6x6-6, $2.71; 2,8x8-8, $2.81; 31 x’ 5.00, $10.65; tubes 85: 32 x 
wire cloth, 16 mesh; No. $1 — 2,8x6-1 . $2.87; 2,8x7, $2.90; 2,10x6-10, 5.00, $11. "5; tubes $1. 90; 28 x 5.25, 
per doz.; No. 13, $13.60 per doz.; $2.96; 3x6-8, 2,10x7, $2.99; 3x7, $3.08. $11.10: tubes, $1.85; 30 x 5.25, $11.90: 


14, $14.80 per doz. No. 16, $1 5.60 pa 





Combination screen and storm doors 


tubes, $2.00;'31 x 5.25, $12. 353 





4 tubes, 
doz.; No. 17, $16.80 per doz. ore, "ee Wak: yay y $2.05; 29 x 5.50, $12.65; tubes, $2.25 
SCREEN DOORS.—Sales have been $5.13; 2,87, $5.20; 2,10x6-10, $5.28: Same 6 ply, 31 x 5.25, $14.70; tubes, 
very good. Current orders fair. Prices 3x6-8, 2,10x7, $5.32; 3x7, $5.42; No. $2.05; 30 x 5.50, $16.05; tubes, $2.35; 

8/G, | 2,6x6-6, $5.80; 2,8x8-8, $5.98; 30 x 6.00, $16.15; tubes, $2.25; 31 x 
unchanged. 2,8x6-10, $6.20; 2,8x7, $6.27; 2,10x6-10, ah pe tubes, . 2 6S, % 8.00, 
ubes, = 
JOBBERS’ QUOTATIONS TO RE- sen vegas Screens dlnguaa aa : tubes, $2.55. 
TAILERS, F.0.B. NEW YORK: SCREWS.—Demand is normal, with Tire display racks, $10.00 each. 
Continental Screen Doors. Net prices unchanged. Prices in all instances are each. 





Airplane Speeds Aviation Hangar Delivery 


ANVILLE, ILL., has witnessed the first shipping 
of freight from its new airport. From present 
indications this mode of delivery is becoming 

quite popular and one couldn’t be far amiss if he were 
to prophesy that regular air freight services will shortly 
be available to manufacturers and jobbers, desiring to 
rush needed merchandise to their customers by the fast- 





Express planes are now flying estab- 
lished routes between some of the larger cities and the 
rapid developments being made in planes capable of a 
far greater carrying capacity and the growing number 
of smaller cities establishing suitable landing fields and 
providing adequate hangar facilities are factors which 


est known means. 


will unquestionably result in the airplane “freighter.” 

Indianapolis is one of the cities which is seeing to it 
that it will be on the map as far as aviation activities are 
concerned and the “Hoosier Airport” is under construc- 
tion. Orders for 20 No. 6264 Allith-Prouty hangers, 
for the large hangar doors at the airport, were placed 
with the Van Camp Hardware & Iron Co., Indianapolis, 
who instructed Allith-Prouty to make shipment at once. 
The manufacturing firm had the airport hardware in the 
trap car at the Big Four freight station in Danville, 
when Mr. Brooks, manager of the Hoosier airport called 
them long distance, saying that as the work was being 
delayed, he intended sending a plane for the hangers, 
requesting that Allith-Prouty have the shipment at the 
Danville airport on his arrival in about an hour. 

In just an hour and five minutes the Indianapolis 
plane with Pilot Frenchy Livezey at the controls of the 
Travel-Air biplane, touched its landing gear at Danville’s 
airport, where Ross Merryman, head of Allith-Prouty’s 
shipping department was waiting with the consignment 
of hangar hardware. Realizing that this event might 
mean an epoch in the history of hardware delivery 
methods, arrangements were made to have a photog- 
rapher there to secure a picture as a permanent record. 

Pilot Livezey later reported that the return trip to 
Indianapolis required an hour and ten minutes and that 
most of the hangers were installed that afternoon, which 
avoided an expensive delay and provided an excellent 
demonstration of just what the air holds as a future 
means of speeding products on the ultimate user. 
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Atlanta Business Is Exceedingly Good— 
Fall Business Outlook Favorable 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., July 16. ales from Atlanta hardware jobbers 
indicate that business is exceedingly good for this time of the year. 
Summer merchandise is moving in good volume and bookings for 
fall and winter goods indicate a very favorable outlook for the com- 


ing fall business. 


Crops in general throughout this section show up good and in 
some parts the prospects for the season’s yield appear brighter 
than in several years. The 1929 tobacco crop in Georgia is the best 
ever grown in the State, according to unanimous opinion of market 
representatives at the annual meeting of the Georgia Tobacco Ware- 


housemen’s Association. 


The tonnage is not expected to exceed the 


1928 figure, but the better quality over the entire State will, in the 
opinion of growers and warehousemen, boost the gross receipts of 


the farmer several hundreds of thousands of dollars. 


Curing in 


most sections of the State is far advanced, and in some places prac- 


tically complete. 
close about Sept. 1. 


Markets will open July 23 and are expected to 


No important price changes are reported at this time and collec- 


tions are showing up fair. 


ALUMINUM WARE.—This item is 
selling in nice volume. Stocks are full 
and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA: 


Qt. Per _* 
C— Tee ROCCE. oo cccccwcwccevee $12.0 
644—Tea kettles. ............- 18:00 
4—Convex kettles. ............ 8.00 
6—Convex kettles ............ 8.50 
8—Convex kettles ............ 12.00 
B—POTOOIEOTS. oo occ ccccccccve 8.00 
S—PSTODIBIOTS gc. we cderccccese 9.60 
8—Water pails ............... ed 


ee 


10—Water pails 
; 





Dairy pans 3.00 
3—Dairy pans ... 3.50 
4—Dairy pans 4.85 
2%4—Pitchers 6.00 
4—Pitchers ........ 8.00 
IDs ND oso ctesscsenes 9.00 
Se EE -d asa ease ie edscons 12.50 
SP. bincsxaneakamacs 16.50 


AUTOMOBILE ACCESSORIES.—This 
week tires and tubes have been selling 
only fair. Competition is keen. Other 
accessories are moving in good volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 

Auto Chains.—Weed and Rid-O- 
Skid chains, list, less 30 per cent; 12 
to 49 pairs, 35 per cent off; 50 pairs 
or more, 40 per cent off. 

Champion X spark plugs, 45c. each. 
ss blue box, 53c. 

No. 1 ae then on pumps. $1.75 each. 


Mansfield ge balloon type, 
29 x 4.40, $7. Bs 1.50; 30 x 4.50, 
$8.25, hn 31 60; 29 x 4.75, *59\55, 
tubes, 70; 29 x 5.00, $9.90; tubes 
1.75; 30 x 5.00, $10.20, tubes $1.80; 3 
x 5.00, $10.65, tubes $1.85; 32 x 5.00, 
$11.75, tubes, $1.90; 30 x 5.25, $11.90, 
tubes’ $2.00; 31 x 5.25, $12.25, tubes 
$2.05; 29 x 5.50, $12.65, tubes 

Mansfield 6 ply tires, 31 x S25, 


$14.70, tubes $2.05; 30 x 6.00, $16.15, 
tubes, $2.25; 31 x 6.00, $16.65, tubes 
$2.30; 32 x 6.00, $16.95, tubes, $2.40 


ALARM CLOCKS AND WATCHES.— 
Quite a demand is reported for alarm 


clocks and watches. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 
Each. 








America, plain, in colors and 
$1.05 


nickel finish 


America, luminous dial ........ 1.58 
Big and Baby Ben, plain ...... 1.29 
Big and — Ben, luminous... 3.16 
Big and Baby Ben De Luxe, 
plain, in colors and nickel 
PO. Trades sbubdesesik nines 2.62 
Big and Baby Ben, luminous... 3.50 
Ben Hur, luminous, in colors 
and nickel finigh. ..0.....s006. 2.46 
Ben Hur, plain, in colors and 
SRG TIMED) cow svctnsccsccivns 1.76 
Sleep Meter plain ............. 1.40 
Sleep Meter, luminous.......... 2.10 
Tiny Tim in assorted colors... 1.50 
Pocket Ben watches ............ 1.05 
Glo Ben watches, luminous..... 1.58 
BOLTS AND NUTS.—The steady de- 
mand seems to continue. Prices are 
well established. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA: 

Cut thread carriage and machine 
bolts, 60 per cent off; rolled thread, 
60-10 per cent off; lag screws, 60 per 
cent off; hot and cold pressed nuts, 
50-10 per cent off; stove bolts, 75 per 
cent off. 


BUTTS AND HINGES.—These items 
continue to be active. Stocks are full. 
Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 

Dull brass plated butts No. 241E, 
17c. per pr.; 4, 3 - 3%, 18c. per pr.; 
4x 4, 23c. per 

No. 804 wose ‘Din a, 54 x 2%, 
$1.00 per doz. prs.; 1.10 per 
doz. prs.; 3 x ye 1.35 per doz. 
prs.; 4 x 4, $1.90 per . 

Heavy strap hinges: 4 inch, 90c. 
per doz.; 5 inch, $1.30 per doz.; 
inch, $1.50 per doz.; 8 inch, $2.50 per 
doz.; 10 inch, $4.10 per doz.; 12 inch, 
$7.30 per doz. 


CLIPPERS.—Sales are steady on clip- 
pers. Prices are the same. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA: 
Brown & Sharpe—Bressant or nar- 
row plate—$4.50, less 25-10 per cent. 
American Gentleman, $3.00, less 
33%, per cent. 
COTTON MOPS.—Cotton mops are 
moving nicely. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 





14 0z., $5.90 per doz.; 18 0oz., $6.40 
per doz. 


FILES.—Business on files is about nor- 
mal, 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 


Simonds files, list, less 50 per cent; 
Black Diamond, list, less 50 per cent; 
Great Western, list, less 60 per cent; 
Royal, list, less 70 per cent. 


FORKS.—Being a little off season forks 
are selling only fair. Stocks are in 
good shape, with no change in price. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA: 


Manure Forks.—4 tine, strapped, 
$10.75 per doz.; 5 tine, strapped 
$12.50 per doz.; 6 tine, strapped, 
$14.70 per doz. 

Cottonseed Forks.—10 tine with 
steel D handles, $26.00 doz.; 12 tine 
with steel D handles, $30.50 doz. 


FREEZERS.—Freezers continue going 
strong. Stocks are in fairly good 
shape. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
geen F.0.B. ATLANTA, oe 


st 1 Ys. 98 oe Frame. ~~ ie 
330; 2 qt., $3.85; 3 qt., $4. or at 
5.60: 6 at., ae CH 8 qt., $9.20; § 
12.25; 12 aqt., $13. 75; i6 at. + Sto 
0 qt., $24.80. 
Snow Ball, Steel Frame.— 
4.00; 2 at., $4.65; 3 ats, $5.55; 4 at. 


$17. 80; “6 at., * $21.10 : 

White Mountain. —1 qt., $4.85; 2 - . 
5.65; 3 qt., $6.75; 4 *. $8.25; 6 q 
10.25; 8 at., $13. 50; at., $18. $0: 
12 qt., $21.55; 15 at., ‘p25.80: 20 at., 
$33.20; 25 qt., $42.60. 

Arctic Freezers.—1 qat., $4.00;°2 qt., 
$4.60; 3 qt., $5.55; 4 qt., i: 80; 6 aqt., 
$8.60; 10 qt., $14.80; 12 Be $16.65; 
15 qt., $23.30; 20 qt., $30.0 


GALVANIZED SPRINKLERS.—This 
item continues to sell in good volume. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. ATLANTA, GA: 


4 qt., $5.00 per doz.; $6.65 be 
doz.; 8 qt., $7.50 per “hg a at., $9.00 
per doz.; 12 qt., $10.80 per doz. ; 14 
qat., $12.50 per doz. 


GALVANIZED HARDWARE CLOTH. 
—Deliveries show good volume. Stocks 
are well filled. Prices have not been 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA: 


Sx 2M in., ~ per roll of 100 
lineal ft.; 2 x 3, 30 in., $10.25 per roll 
of 100 lineal ft:; 2 x 2, 36 in., $12.50 
per roll of 100 Steead | 1G; 3 8, in., 
$9.50 per roll of 100 lineal 5 oe 
y in., $11.50 per roll of 100 lineal tt. 

x 3, 36 in., $13.50-per roll of 106 
jineal tt.; 4x 4, 24 in., $10.50 per roll 
of 100 lineal ft.; 4 x 4, 30 in., $12.50 
per roll of 100 lineal ft.; 4 x 4, 36 in., 
$14.50 per roll of 100 lineal ft. 


GALVANIZED WARE.—Sales on gal- 
vanized ware show a big improvement 
over last week. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 

Tubs.—No. A, $4.00 per doz.; No. O, 
$5.10 per doz.; No. 1, $6.40 per doz.; 
_ 2, $7.20 per doz.; No. 3, 38.40 per 


(Continued on page 58) 
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ESSSTHE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. 











THAT REMINGTON KNIFE 
SEEMS To BE ABOUT THE 
BEST ONE I EVER SAW BUT 
I'VE HEARD MY SISTER RAVE 


SO MUCH ABOUT A KNIFE 
CALLED KLEANBLADE THAT 





I WAVE 
DECIDED 
TO GET 
NOTHING 


re 
c 
Mi oS 
, SS (aT 
TY ——— 
ANS 
LOSS 
s D 
~ 4 
r 


Writ 
Here is a little girl who but recently became a 
member of that grand and exalted society “The 
Royal Order of Housewives.” Being inexperi- 
enced she is somewhat confused and doesn’t know 
that KLEANBLADE is the name for Remington’s 


Stainless Steel Household Knives with Bakelite 
and Walnut handles. What would you answer if 


REMINGTON ARMS COMPANY, Ine. 
















Your Own Answer 


you were the dealer? To each of ten readers 
sending in the best replies on or before Sept. Ist, 
1929, we will present a set of Kleanblade House- 
hold Slicers. Address replies to “Write Your Own 


Answer Editor.” 
rf PLE VBL 


President 


Originators of Kleanbore Ammunition 


29 Warren St., New York City 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


Telephone, Bowling Green 3392 
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Kankakee’s Hardware Department Store 


(Continued from page 25) 


The external appearance was, by no means, neglected. 
While the building in itself is old, it now has the out- 
‘ ward appearance of a new structure. Brick walls have 
been finished in Spanish buff tint, with a special brick 
paint. Large, modern show windows were built in, on 
both the front and side of the building. The new win- 
dows are constructed in a very attractive and modern 
_ style and flood lighted with the latest type of window 
illuminating fixtures. Nearly 120 linear feet of window 
display space was made available through the change 
where only 60 linear feet was provided by the old front. 
In the interior the same “face lifting” operations were 
performed. The metal ceiling is painted a flat white, 
while the walls are finished in a cream tint. All fixtures 
are of golden oak, with interiors finished in the standard 
hardware orange. By a more systematic arrangement 
of fixtures, display tables and racks, the floor display 
space has been practically doubled and aisles are roomier 
than ever before. Related merchandise has been grouped 
together for greater customer convenience. For example, 
-when the lady customer needs furniture polish she will 
‘find polishing cloths, floor wax, oil mops and other ar- 
.ticles of like nature all displayed in one convenient loca- 
‘tion. An overhead trolley system speeds up change- 
making and is a step-saver. Abundant fixtures of the 
_ latest type provide brilliant illumination and large ceiling 
’ fans make shopping a pleasure on the warmest days. 
_A special blast heating plant, designed and installed by 
Mr. Baird, serves as a forced ventilation system in sum- 
mer and in the winter demonstrates how comfortable 
Baird-Swannell heating plants will keep the home during 

. frigid weather. 

_ Interior measurements of the store are 48 x 90 feet. 
The heating and sheet metal department, which is desig- 
nated as the “shop,” occupies the second floor. The 
ground floor is, of course, the main sales floor and a 
neat balcony office is located in the rear right corner. 
The cashier occupies an elevated booth on the main floor, 
which permits an unobstructed view in every direction. 

Downstairs the space which formerly served as a store- 
room has undergone a complete transformation. Before 
the remodeling it was the average dingy basement and 
“catch all” we all are more or less familiar with. Where 
it had a height of only six and one-half feet it now has 
nine feet of head room. It is exceptionally well lighted 
and ventilated and is neat, clean and sparkling with new- 
ness, making a really pleasant “downstairs store” for 
the gift merchandise, house furnishings, steel goods and 
other lines displayed there. A celotex ceiling was in- 
stalled and both it and the wall board panels have been 
painted a light cream. About fifteen feet directly in 
front of the main entrance on the first floor the cus- 
jtomers are confronted with the basement staircase, 
‘which is seven feet in width. The stair risers are of just 
the correct height to make the stairs easy to use, and a 
“break” in the steps has been carefully planned. One of 
the features of the basement salesroom is a gift shop 


corner, while another is a toilet goods section, displaying 
a complete line of cosmetics and beauty aids for milady. 
What woman can resist going to the basement—when 
such magnetic merchandise is displayed there? 

Now, since we have given you a hasty glimpse of the 
transformations you would see in the basement and main 
floor, let’s return upstairs and examine the fixtures and 
appointments there more closely. The wall fixtures are 
a combination of paneled, sampled doors and ledge dis- 
play, incorporating several sections devoted to open, es- 
pecially constructed racks for tools, fishing rods, etc. 
They have been carefully sampled and compel attention, 
while the merchandise thus displayed almost seems to 
extend a spoken invitation to buy. We found that the 
display tables had been built to order and, due to their 
unique construction, they presented a heavier, more mas- 
sive and extremely pleasing appearance. A two-inch 
“overhang” of the top and large wood brackets at the 
centers and table corners accounts for the effect which 
is further enhanced by the use of wider glass dividers 
than are generally customary. The bulb edge glass par- 
titions measure four inches deep and were cut to fit in 
the store. Tables facing the front in each “island” have 
sliding plate glass doors in the base section and are 
electrically lighted from within. This arrangement pro- 
vides an excellent place for displaying electric appli- 
ances, silverware and other items having a relatively 
high unit value. 

Glass top cutlery tables modeled along the same lines 
have drop, spring-hinged doors in the rear and an entire 
row of compartments are removable for inspection and 
handling by the customer with practically a single motion 
on the part of the salesman. Toilet goods are found on 
one,of the rear tables on the main floor but the line found 
here differs from that found in the basement. Here the 
majority of the drug items displayed are soaps, tooth 
pastes, mouth washes, hair tonic and other similar mer- 
chandise having some appeal to both men and women. 
Other interesting features of the main floor displays are 
the “model kitchen” and “radio department.” The model 
kitchen is situated just to the right of the main entrance, 
and the kitchen atmosphere has been conveyed by finish- 
ing the walls in this corner alone with harmonizing 
kitchen wall finishes and by the use of kitchen tile lino- 
leum on the floor. Electric refrigerators, folding dinette 
sets, washers, ironers, gas stoves, cooking utensils, china 
and glassware are here displayed and appear “right at 
home.” In the same relative position on the opposite 
side .of the store a similar position is given over to the 
radio department. The “scheme” here, however, is a 
living room environment. Walls are treated in living 
room effects. Wall bracket candelabras and easy chairs, 
together with a colorful floor covering of linoleum, hav- 
ing a living-room pattern, adds the final touches. Radio 
purchasers are thus enabled to get a good idea of just 
how the proposed new set will look in their own home. 

(Continued on page 56) 
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Nhe whole wall 


disappears and 
reappears with 


FOLD ER-Way/ 


The high cost of floor space and 
the necessity for making one big 
room do the work of two or more 
smaller ones—this is the problem 
which finds its complete solution 
in FoldeR-Way equipment. 


With FoldeR-Way, the wall is 
built to fold and slide away out of 
sight and to slip quietly and easily 











Twenty R-W FoldeR-Way doors, each 24 


















feet high, 4 feet 2 inches wide and 3 inches back into place at will. 

thick, form the sliding, folding, disappearing 

wall which closes the 83 foot wide opening The exclu sive fea tures of 
between the boys’ and girls’ gymnasiums in ‘s 

the New Trier High School, Kenilworth, Ill. FoldeR-Way equipment assure 


certainty of operation that places 
R-W above and apart from all 
competition in the field of door- 
way engineering and equipment. 

No opening is too large for 
FoldeR-Way. No problem is too 
intricate for R-W engineers. Write 


today for Catalog No. 43. | 

















The beauty and smooth operation of R-W Com- 
pound Key Veneered doors are LASTING. Sagging, 
warping, swelling, shrinking, are practically elimi- 
nated by tongue and 
groove method of apply- 
ing extra heavy sawed 
veneer to rails and stiles 
of laminated core con- 
struction. Sold exclu- 
sively by Richards- 
Wilcor. 


FoldeR-Way flush 
bolt, two being re- 
quired when doors 
divide at center, one 







**Qualtty leaves 
its imprint” 





newyork... . AURORA, ILLINOIS, U.S.A... cnicnt» —awhen doors all fold one way. 

Bost Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans joines yee 

Saianeepalts Kansas City Ationte Les Angeles San Francisco Omaha Seattle Detroit Brass or dull black finish. 
Montreal - RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 











HARDWARE AGE for JULY 18, 1929 















To the Young Man 
Behind the Counter! 


When asked by a customer why a 
Jennings bit costs a little more, the boss 
has a ready answer; he grew up with 
Jennings quality. But to help you 
younger men who have not had this 
chance, we give the reasons why skilled 
carpenters prefer the Jennings: 


Extension lips filed thin for clean 
* cutting. 
; Spurs of compass-like accuracy. 
Feed screws with clean, sharp 
threads. 


1 
2 
de 
4.. Sharp cutting edges that stand 
5) 
6 


up. 


The “double twist” . . . a success 
for 75 years. 


Throat shaped for ample chip 
* clearance. 
mai The full name that identifies the 


genuine. 


Jennings bits are built for serious work and 
are at their best in hard wood, where accurate 
holes are important. They are inspected with 
extreme care, and before leaving the factory 
each one is hickory tested. 


Russell Jennings Mfg. Co. 


Chester, Connecticut 





~ 


Wy 


AUGER BITS 





Kankakee’s Hardware Depart- 
ment Store 


(Continued from page 54) 


Another feature is a frigidaire drinking fountain, which 
provides a constant supply of ice-cold drinking water 
for thirsty shoppers. Still another feature is a small 
display table located midway between the door and the 
head of the basement stairs, where it is so conspicuous 
that it would be difficult for any customer to “miss” it. 
Displays on the special table are changed regularly every 


| two days and highly seasonable merchandise or “leaders” 


| are always featured. 


Kankakee was justly proud of the renewed store and 


| little difficulty was encountered in securing the coopera- 


tion of the local paper in heralding the ten-day sales 
event that marked the firm’s tenth anniversary and cele- 


| brated the opening on the transformed establishment. 


| 
| 
{ 


The Kankakee Daily Republican of May 21 appeared 
with a streamer headline in one and one-half inch black- 
faced type, calling attention to the event with this cap- 
tion: “Baird-Swannell, Inc., Anniversary”; then in 


| smaller sized type: “Local Hardware Company Enjoys 
| a Fine New Home.” Two columns followed on the front 


| 


| 
| 
| 


| page with an article concerning the changes which had 


transpired at the store. Additional editorial matter and 
full-page advertisements of the firm required over half 
of the space contained in the twenty-page issue. Manu- 
facturers of some of the leading lines carried by the 
firm were represented in the paper with “tie-up” adver- 
tisements. Through this means the publicity the firm 
received was of inestimable value, enabling them to make 
an auspicious start in their fine new home. 


New Western Cartridge Display Material 
‘ Available for Use During the Fall 


A strong human interest appeal, combined with effective dis- 
play of ammunition, predominates the new window display mate- 
rial produced by Western Cartridge Co., East Alton, Ill. It has 





been prepared for use during the coming fall hunting season. 

The colorful cards combine well with merchandise in a deal- 
er’s stock and have been prepared to help the sale of all mer- 
chandise related to arms and ammunition. This display material 


| is available to dealers who request it. 
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She Handle can be 
Installed Outside or 
Inside with this — 
NEW FRANTZ LATCH 


(Die 


ERE is the /atest addition to the 
FrantZ Line of Guaranteed 
Builders’ Hardware—Latch No. 

290. It is so constructed that the handle 
can be placed either on the inside or 
outside of the door, to suit individual 
conditions. : 





Often there is a particular reason for 
placing the latch handle on one side of 
the door or the other. With the ordi- 
nary latch this convenience is not ob- 
tainable. The handle of the FrantZ No. 
290 Latch can be placed where desired 
when it is installed. In addition, the 
handle can be changed to the opposite 
side of the door after the installation 
has been made without boring, mortis- 
ing or patching. 





Every item in the FrantZ 
Line of Guaranteed 
Builders’ Hardware is de- 
signed with unusual con- 
venience features that help 
FrantZ Dealers’ build 
profitable business. Write 
Dept. H-G229 for a cata- 
log and prices. Frantz 
Manufacturing Co., Ster- 
ling, Illinois. 









































SEEIN 


ee 


\\ 





Through nat 


juice, Hire’s Root 









































EVEREDY 
Strainer Set 
No. 300 
This is the set 
which has made 
the Filtering and 


Straining of “Bev 
erages, Jellies 


Catsups and Con- 
diments a pleasure. 
Grommeted Filter 
Bag, Strainer Bag. 
and Nickeled Stand 
which fits any size 
vessel or crock; 
all in sanitary dis- 
play carton, $1.25. 

EVEREDY 

Syphon Filter No. 400 

Fast syphoning and filtering at 
the same time with no slowing 
down on long runs. Improved 
Everedy Filter Float gives 50% 
more _ efficiency. Saves time, 
trouble and does a_ better job. 
Metallic Float, Stretcher Ring, 
Filter Disc and Hose Guide (hose 
not included) in attractive sani- 
tary carton. $1.00. 


Write for Catalog 


by millions of users as the Standard. 


FREDERICK, MARYLAND 


Pneumatic Silent Door Closers 








duction 
prices ... 
means a quick 


more profit. 


















Prices slightly higher in Far West and Canada 


All Everedy Products are nationally adver 
tised and carried by leading jobbers. Endorsed 


The Everedy Company 


Manufacturers of the Famous Everedy 





Put the merchan- 
dise in motion by 
demonstrating the su- 


perior quality of the 


Everedy Line. Volume pro- 


makes possible low 
easy selling. This 
turn-over and 


ional magazines we are 


telling six million housewives how to 
cap their bottles of home made grape 


Beer, catsup, etc. 
EVEREDY 


Capper No. 101-S 
The all-steel construction and thorough qual- 
ity of this capper, with the ‘‘never stretch 
post,’ has made it a National Favorite. 
Fitted with the new Everedy Crown Retain- 
ing Clip. $1.25. 


Other models for less. 


EVEREDY 
: == Double Duty. Capper 
ss ponble, never stretch posts 


and «double gears. Double 
racks and double spring- 
handle lifts. The powerful 
eapper for hard work and 


long ‘“runs.”’ Specially 
equipped with the New 
Everedy Crown’ Retaining 





clip. $2.00. 


CLIMAX 
Capper No. 250 
This Everedy prod- 
uct meets all de- 
mands for a qual- 
ity capper in the 
low price field. 
Many unusual 
features found 
only in higher 
price cap- 
pers. 85c. 
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Speed Up 
the 
Wheels of 
Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 











OW 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 
these columns weekly. 


The MARKET RE- 
PORTS as found in 
HARDWARE AGE are 
the most authentic pub- 
lished. 


Use them as a buying 
guide. 











Atlanta Market Report 


(Continued from page 52) 


$1.98 per doz.; 10 qt., 


Pails.—8 qt., 
$2.46 per doz, 


$2.24 per doz.; 12 qt., 


GAME TRAPS.—Orders are coming in 
nicely for fall delivery. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. ATLANTA, GA: 


Victor No. 0, $1.10 per doz.; Victor 

1, $1.40 per doz.; Victor No. 1%, 

$2.20 per doz.; Victor No. 2, $3.36 per 
doz.; Victor No. 3, $5.48 per doz. 


GARDEN RAKES. — Deliveries are 
good, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 


12 tine bow, $8.60 per doz.; 14 tine 
bow, $9.00 per doz.; 16 tine bow, 
$9.50 per doz.; 10 tine malleable, $5.00 
per doz.; 12 tine malleable, $5.40 per 
doz.; 14 tine malleable, $6.00 “veal doz. ; 
16 tine malleable $6.50 per doz 

Brume rakes, $9. 00 per doz. 


LAWN GOODS.—This line continues to 
move very active, especially garden 
hose and fixtures. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 


54—50 ft. sections, 6 ply garden 
hose, 10c. ft.; %—25 ft. sections, 6 
ply garden hose, 10c. ft.; %—50 ft. 
sections, 5 ply garden hose, 8c. ft.; 
1 “4 ft. sections, 5 ply garden hose, 
c. te 

Rain King Sprinklers, $2.35 each. 

Giant Rain King Sprinklers, $6.67 
each. Lawn mowers from $8.00 up. 

Lawn rakes No. _— $7.80; lawn 
rakes No. 124, t 

Hedge shears, 8 e, 
9 in., $1.40 per pr. 

cates shears, $9.00 and $10.00 per 


Se hooks, $3.50 to $6.50 per doz. 


POTATO HOOKS.—Business 
fair on potato hooks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA: 


4. tine, $9.50 per doz.; 5 tine, $12.00 
per doz.; 6 tine, $13.00 per “doz. 


ROOFING.—Deliveries show a good de- 
mand. Prices are firm. 
JOBBERS’ QUOTATIONS, TO RE- 
TAILERS, F.0.B. ATLANTA, GA: 


1 ply smooth surface, $1.00 per roll; 
2 ply smooth surface, $1.20 per roll; 
3 ply smooth surface, $1.40 per roll; 
—— or red slate surface, $1.95 per 
roll. 


SCREEN DOORS AND WINDOWS.— 
These items are selling well. Stocks in 
good shape. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA: 


No. 24G14, 3 x 7, $20.30 doz.; No. 
301, 3 x 7, $38.20 ‘doz. ; No. 301G16, 
$31. ‘00 doz.; No. 314Gi6, 3 x 7, $32.00 


doz 

Adjustable Metal Frame Windows: 
24 x 387G14, $9.30 doz.; 28 x 37G16, 
$10.10 doz.; 24 x 37 adjustable wood, 
$5.50 doz.; 30 x 37, $6.80 doz. 


SAWS (CROSS CUT).—Sales are im- 
proving on cross cut saws. 


JOBBERS’ QUOTATIONS TO _ 
TAILERS, F.0.B. ATLANTA, 


Simonds Crescent ground cross ak 


$1.10 per pr.; 


is only 





saws. Nos. 138, 22, 113, 133, 324, oe 
je OP ae ree Fe $5.4 
fa RCE s SRE a a ee ee 800 
2 Ses SP eee ee 7.00 
_— cross cut saws. Nos. 4, 5, 
iE Ga s0cw Asean st GR Onecare rin $5.40 
NG. OR aera ae 6.00 
OS RP ey cee ee 7.00 


Sonne cut saw handles: Per pr 
Eee ree a ee 30c. 

No. eS Sen er eee 45c. 
ae RRR ane pee ees 32c. 


SOLDER.—Demand is good, with prices 
steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA: 


Half and half solder, 36c. per Ib. 
Acid core solder (in 1 lb. spools, es 
per lb. Acid core solder (in 5 


spools), 6l1c. per lb. No. 4 Rabbite 
10c. per lb. Anti-Friction babbitt 
metal, 18c. per Ib. 


STEP LADDERS (PINE).—Good de- 
mand, with stocks well filled. Prices 
the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 

4 ft., $1.20 each; 5 ft., $1.50 each; 
6 ft., $1.80 each; 8 ft., $2.40 each; 10 
ft., $3.50 each. 


STOVE PIPE AND ELBOWS.—Orders 
are being booked for future shipment. 
Prices remain steady and stocks are 
full. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA: 

Per MY a 
29 guage 5 inch oe. buig euaetn 3G $12 






29 guage 6 inch pipe. 13.45 
29 guage 7 inch pipe. see” aaoee 
29 guage 7x6 inch pipe. roasts 16.00 
Doz. 
1 piece corrugated elbows, 30 
guage 5 inch.............+:. $1.25 
1 piece —- elbows, 
guage 6 inch............++.- 1.35 
1 piece curenntel elbows, 30 
ae | Ee ea ere 1.95 


WATER COOLERS.—Due to the sea- 
sonable weather there is a good demand 
for coolers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 


Enameled galv. lined. 
Gal Per Doz 
Be bg bition ss custo oe sce a oot 22.70 
Re Pee te ee rie 26.00 
Be isoak pci iew et a hee aes lacs 28.50 
ee Cac Che AN Peres wine S nee 36.00 
Re ens ey re Cer eT 47.00 
Ob Sos and cies keds ees bDeenenee 62.50 


WIRE PRODUCTS.—Orders show in- 
crease in sales on wire products, espe- 
cially on screen wire. Stocks well filled 
and prices seem firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 


Plain Smooth Wire Black Galvanized 


Gage Per 100 lb. Per 100 Ib. 
ie eee $3.50 0 
Pe Se eer rae 3.55 
CR rarer 3.60 4.10 
| ES are 3.65 4.15 
| SA oe ee eee 3.90 4.45 
SO Lastol oa sae sae es ee 4.20 4.85 


Barbed Wire.—Per 80-rod spool, 2- 
point light cattle, $2.75; 2-point light 
hog, $3; 4-point heavy. cattle, $3.75; 
4-point heavy hog, $3.95. 

Woven Wire Fence.—Per 20-rod 
roll, 726-14, $5.25; ‘seas 12, $6; 939-11, 
$7.85; 1446- 121%, $11 . 

Poultry and Rabbit.—14 gage fence 
per 10-rod _, 1635-14, $4; 1918-13, 
$4. 85; 2158, $5.5 

Steel Fence esis —*T”’ galvanized 
5 ft., 55c. each; formed painted, 35c. 
each; “—" galvanized, 6%-ft., 65c. 
each: formed painted, 45c. each; — 
galvanized, 7%-ft., 70c. each; formed 
painted, 50c. each; “TT” galvanized, 
8-ft., 75c. each; formed painted, 55c. 


Screen Wire.—12-mesh, black, $1.85 


; 14-mesh galvanized, 
i .; 16- ~~. ea- 
per 100 ae 

mesh, bronze, $8. 00 per 10 


- the 
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The Work of 


Hardware Council 
(Continued from page 27) 


for some form of stock control so that 
dead stock is reduced and money in- 
vested not frozen; the budgeting of 
expenses by months based on ex- 
periences in previous year with enough 
flexibility to make adjustments con- 
sistent with any normal increased busi- 
ness; of equal importance to the budget 
is of course the monthly check of what 
actually takes place so that purchases, 
expenses, sales, profits, etc, are in 
proper balance; justify salaries paid by 
sales records of individual employees 
and keep them posted on their progress 
and advise them of the quota necessary 
to maintain their compensation or im- 
prove it; give salesmen more sales 
training and reduce staffs to the mini- 
mum required, it being suggested that 
the requirement for men of long ex- 
perience is not as great today with 
modern equipment variety of lines and 
the possibilities of self selling by con- 
sumers. 

The report further urged; considera- 
tion of increasing rents with a view of 
changing locations should facts war- 
rant; the avoidance of unnecessary de- 
livery of small parcels and observance 
of delivery schedules which eliminate 
wasted trips so that some of the de- 
livery man’s time could be utilized for 
sales or other productive work; con- 
sider the advisability of joining other 
merchants in town in the establishment 
of a cooperative delivery service. 

The establishment of a definite credit 
policy with a careful selection of credit 
risks and greater activity in collections 
were stressed as were the relation of 
taxes to stock investment and the re- 
sulting need of reducing, if practical, 
stock or at least maintaining active 
stocks. 

In conclusion the report stressed the 
necessity for aggressive business seek- 
ing instead of passive business accep- 
tance explained a follows: Use the ex- 
perience of lost sales to reveal oppor- 
tunities for achievement instead of re- 
sorting to complaining about such 
losses; apply suggestions of this report 
and from other sources; that such ap- 
plication starts with the owner, than 
whom a business is seldom any better 
or bigger; seek and use counsel of 
associates and cooperate in local ac- 
tivities which endeavor to improve 
business and living conditions and to 
have confidence in his ability as a hard- 
ware merchant to cope with changing 
trends and to be willing to spend 
money in order to make it. 


Dazey Churns 


sold only through 


Jobbers =i Dealers 


The DAZEY has been the leading Churn for 
many years and has always been sold through 
legitimate Jobbers and Dealers. Endorsed by 
Good Sinmekeeping Institute, State Agricultural Colleges, and 
Scientific Buttermakers everywhere. It is strictly a “Quality” 
Churn. Only the best materials are used and carefully as- 
sembled. Made in sizes to suit everyone’s 


requirements, from 2-quart to 10-gallon. The 
extension of electric power lines into rural 
districts has opened up a new field for 
DAZEY Electric Churns. 

















DAZEY SHARPIT 


All purpose household Sharpener. 
Requires no skill. The origina! 
Sharpener of its type. Patented 
grinding wheels. Attractively fin- 
ished in rust-proof electro plating. 
Furnished with removable, revers- 
ible clamp. 


Order from Your Jobber 











Dazey Churn & Manufacturing Company 


St. Louis 














Whom did Daddy buy 


the electric train for 


last Christmas? 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch that a well 
constructed toy gives—even a gray- 
haired woman looks with interest at 
a doll. 


But the Kids Themselves 
Are Your Best Salesmen 


Give your toy line prominence, both 
in the store and in the windows. 
Make TOYS a source of profit 
throughout the year. 


KEEP TOYS CONSTANTLY ON DISPLAY 
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Hoek of the 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have heen copied, the rest will be.” 


“Some of them 











Two small boys, staring in a barber 
shop window in London, earnestly 
looked on as the barber went over his 
customer’s hair with a singeing torch. 

“Blimey, Bill,” one of them ejacu- 
lated, “he’s lookin’ for ’em wiv a 
light !” 

The society leader placed herself in 
the chair as directed and submitted to 
the blindfolding. The committee stood 
about awaiting the great moment. 
With an air of confidence the Chief of 
Laboratory Tests lighted a cigarette 
and held it under the lady’s nostrils. 

“Do you get it?” he asked. 

“Yes,” she smiled. 

“Tell me then, what is it?” 

“You can’t fool me,’ she replied 
sweetly. “It’s the paperhanger’s pipe.” 





George: “My dear, I tell you I was 
setting up with a sick friend.” 

Minnie: “How many did you set up 
before he got sick?” 





A Negro was trying to saddle a mule. 

“Does that beast ever kick you?” 
asked a bystander. 

“No, sar, boss, he don’t nevah kick 
me, but he frequently kicks where Ah 
jes’ been.” 


“So you asked Geraldine to marry 
you?” asked one man of the other. 

“Yes, but I didn’t have any luck,” re- 
plied his friend. ‘“ She asked me if | 
had any prospects.” 

“Why didn’t you tell her about your 
rich uncle?” 

“I did, hang it all! Geraldine’s my 
aunt now.” 


A New York state farmer engaged 
the services of a wanderer who one 
night applied to him for a night’s lodg- 
ing and something to eat. All went 
satisfactorily for a week or so, and then 


-_ 





the farmer routed out the newly hired 
man about 3.30 one morning. 

“What’s up, boss?” queried the hobo, | 
drowsily rubbing his eyes. 

“Time to get up and go to work.” 

“What’s the big idea?” 

“We're goin’ to reap.” 

“Reap what?” 

“Oats.” 

“Are they wild oats ?” 

“Wild oats? Of course not. Why?” 

“Well, if they ain’t wild oats, why 
do you have to sneak up on ’em like 
this in the dark?” 


Teacher: “If there are any dumb- 
bells in the room, please stand up.” 

After a slight pause, Jimmie stood 
up. 

“Why, Jimmie, do you consider your- 
self a dumb-bell ?” 

“Well, not exactly, teacher, but I | 
hated to see you standing all alone.” 





a | 
| 


“IT fell over fifty feet!” ’ 

“And you mean to tell me you weren't | 
hurt ?” 

“No, I was only getting off a crowded 
street car.” 


“Aha!” screamed the villain, “where 
are you taking the papers?” 

“T am taking them to the _ black- 
smith’s,” retorted the hero. 

“Aha! You are having them forged ?” 

“No! I am having them filed.” 


An old Southern planter was dis- 
cussing the hereafter with one of the 
colored servants. “Sam,” he said, “if 
you die first, I want you to come back 
and tell me what it’s like over there. 
If I die first, I’ll come back and tell you | 
what it’s like.” 

“Dat suits me, Massa,” replied the 
old negro, “but if you dies first, Ah 
wants you to promise me dat you'll come 
back in the daytime.” 





| cop. 





Wife: “I think I hear burglars. 
you awake?” 


Hubby: “No.” 





“Oh, Walter,’ Mrs. Johnson cried, 
“I dropped my diamond ring off my 
finger, and I can’t find it anywhere.” 

“Tt’s all right, Olive. I came across 


| it this morning in my pants pocket.” 





“You've heard what the last witness 
said,” persisted the counsel, and yet 
your evidence is to the contrary. Am I 
to infer that you doubt her veracity?” 

The polite young man waved a depre- 
cating hand. 

“Not at all,” he replied. “I merely 
wish to make it clear what a liar I am 
if she’s speaking the truth.” 


“Clothes give a man a lot of con- 
fidence.” 


“Yes, they certainly do. I go a lot 


| of places with them that I wouldn’t go 
| without them.” 





On the first day of the second 
semester in school, the little boys took 
their seats and waited until the teacher 
came down among them to get their 
names. The first one to whom she came 
replied that his name was Si. 

“No,” the teacher corrected, 
mustn’t say Si. Say Silas.” 

Next she came to one who said his 
name was Tom. 

“No,” the teacher said impressively, 
it’s Thomas.” 

“And now, little boy,” she inquired 
of a lad in the end row, “what is your 
name ?’ 

“Jackass,” responded the bright lad. 


66. 


you 





“See here!” said the zealous traffic 
“Keep on the proper side of the 
white line.” 

“What line?” inquired the motorist. 
“T can’t see any white line.” 

“Well, ain’t ye got any imagination ?” 
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The Best is none too good 
SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 

































































Trade Mark 

















Beware of Imitations 


Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 


Eskilstuna, Sweden 


WITH V W WINDOW 
= VENTILATORS 


HERE is big profit today 
selling “Fresh Air,” for the 


SHARK BRAND CHISELS 
are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 
tion. 


public realizes fresh air 
means health. 


V-W Ventilators, because of 
their patented, R-shaped verti- 
cal louvers, are the most efficient 
ventilators on the market, ad- 
mitting fresh air without draft, 
and keeping out all dirt, rain 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 








and snow. carry a full line of 
SWEDISH b> B TOOLS and HARDWARE 
Investigate this great profit-maker now! Order from your jobber today, or write 
Write today for complete information! 
SCANDINAVIAN 
THE VENTILATOR CO. WESTERN IMPORTING COMPANY, Ltd. 
ee 2892 A. I. U. Building 107-109 Lafayette St., New York 
Columbus, Ohio 609 E. Hennepin Ave. 304 Railway Exehange Bidg. Coristine Bldg. 
Minneapolis, Minn. Seattle Montreal, Can. 

















The “Crime Wave” 


Has created an urgent market for every device that adds 
security to the Home. The 


Guardian Announcer 
Combined Knocker and Peep Hole 


is being specified by Architects for new apartment buildings and 
houses in response to this demand. And home owners and 
renters will buy it the moment you demonstrate it or show it 
in your windows or on your counters. 


Protects Women, Alone in Their Homes 


A strange man knocks. Instead of opening the door, the 
woman opens the peep-hole door, “sizes him up,” and refuses 
to unlock the door if she is at all suspicious of him. Or she 
can receive telegrams or special delivery letters, and sign and 
return receipts through the peep-hole if a knock comes while 
she is dressing. 


A Beautiful Piece of Hardware 


A finishing touch to the most expensive door. Furnished in 
any hardware finish. Easy to put on to either wood or metal 
doors. 


Send $2.80 for mounted demonstrator sample postpaid. Also 
ask for our extremely liberal quantity discount and descriptive 
circular. 





GUARDIAN MFG. CO., 104 W. Chicago Ave., CHICAGO 
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VACUUM 
FREEZER 


Self-Freezing 


VERY sale of Everybody’s 

Self Freezers that you make 
insures one more permanently satis- 
fied customer for you. From the 
Self Freezing feature to the price, 
it satisfies. 


BUY FROM YOUR JOBBER 








1140 BROADWAY, NEW YORK, N. Y. 















Boys All Want It! 


The Daisy Liquid Pistol sells 
fast and steadily at all times. 
Display it—it looks like a real 
automatic—that’s why it sells! 
All metal—no rubber bulb. Most 
popular 25c. novelty. 

Order from your Jobber 

for Immediate Delivery 


Daisy Mfg. aang, oe 


Pisenenth, Michigan, 8S. A. 


LIQUID 
PISTOL 
















DAISY 
WALWORTH 














Walworth Company, General Sales Offices: 
51 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, IIl.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Limited, 620 Cathcart St., Montreal, P. Q. 
New York, Foreign Representative 


Walworth Company, 
Walworth International Co., 


Makers of Dan Stillson’s Wrench 








“IVES” Patent Ventilating Lock 


iEo 


Showing Wind 
Open. al 





mee fe Window Menufecterers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 























“The Lost American” 


(Continued from page 31) 


One afternoon, Mr. Charles J. McClung, the Presi- 
dent of the Company, drove the writer and Mr. Bonham 
to his country home, several miles outside of Knoxville. 
The drive was on good roads, constantly up and up 
into the hills, until we reached the estate of Mr. Mc- 
Clung. I use the expression “estate” advisedly, because 
the place seems to cover a whole mountain top. There 
were magnificent trees, and one of the loveliest old- 
fashioned flower gardens I have ever seen.. It was a 
delight to walk under these trees, study the various 
kinds, and also to be shown rare flowers. In the center 
of this garden was the usual sun-dial which “counts none 
but sunny hours.” 

But the most interesting thing about Mr. McClung’s 
estate was the view from the front porch of his home. 
Down below were hills, valleys, villages, the city of 
Knoxville, and way beyond ridge after ridge were the 
Smoky Mountains. It happened to be a very clear day 
and one could easily see blue mountain tops forty miles 
away. I have traveled quite a bit over this old world, 
but I have seen few views that were lovelier than that 
from the front porch of Mr. McClung’s home. 


I also had the pleasure of meeting Mr. F. E. Barkley, 
Assistant Treasurer and Credit Manager of the house. 
I have always had the idea that credit men were some- 
what acid, that their regular diet was lemons, but Mr. 
Barkley, in his geniality is certainly an exception to that 
rule. I believe Mr. Barkley knows the art of writing 
to a customer, calling for a delayed remittance, and at 
the same time making the customer feel glad that he has 
heard from him. 

Just one word in concluding this very hastily written 
article about the metropolis of eastern Tennessee. Of 
course Knoxville like every other progressive American 
city has one idea, and that is to increase her manufac- 
turing and her population. What a mistake! Why 
have more manufacturing, more chimneys to smoke up 
the atmosphere, more people to crowd the streets and 
jam the street cars, and more automobiles on the road ° 
I think if I were in charge of the advertising of the 
city of Knoxville, I would write something to the effect 
that we did not wish any more people. 

New York certainly has plenty of people. We have 
plenty of manufacturing. As a result most of us are 
compelled to live way out in the country. We come to 
town by train. Then we swelter in the subway. The 
people in Knoxville jump into their cars and are at 
their place of business in ten minutes. No trains, no 
subways, no crowds, no chinless people. Why in the 
world does such an attractive place as Knoxville wish 
to increase its population? 

Let me repeat what I said before: Athens at the 
heighth of her glory, at the time of Pericles and 
Asphasia, only had 40,000 inhabitants. The United 
States is obsessed with the idea of size and numbers. In 
Knoxville, I was impressed with the fact that it ts not 
quantity that counts, but quality. 

So this, then, is the end of the account of a little visit 
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to Knoxville, the metropolis of eastern Tennessee. In 
my next article, I will tell about a wild automobile ride 
and a visit to Nashville, the metropolis of central 
Tennessee. 

Voila! 


Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvenTIon, Atlantic City, N. J., Oct. 21, 22, 23, 24, 
1929. Hotel headquarters, Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Ave., New 
York City. 

ItLino1is RetaiL HarpwarReE ASSOCIATION CONVEN- 
TION AND Exu1siTIon, Hotel Sherman, Chicago, Feb. 11, 
12, 13, 1930. Paul M. Mulliken, managing director, 
Elgin. 

MIcHIGAN RetaiL HARDWARE ASSOCIATION CONVEN- 
TION AND ExursitTion, Grand Rapids, Feb. 18, 19, 20, 
21, 1930. Headquarters, Hotel Pantlind. Exhibition 
will be held at the Klingman Exhibition Building. A. J. 
Scott, secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

Missourt RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, New Hotel Jefferson, St. Louis, 
Jan. 28, 29, 30, 1930. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

NATIONAL HARDWARE ASSOCIATION OF THE UNITED 
STATES CoNVENTION, Atlantic City, N. J., Oct. 21, 22, 
23, 24, 1929. Hotel headquarters, Marlborough-Blen- 
heim. George A. Fernley, secretary-treasurer, 505 Arch 
St., Philadelphia, Pa. 

NaTIONAL Retatr.t Harpware ASSOCIATION Con- 
GrEss, St. Louis, Mo., June, 1930. Herbert P. Sheets, 
Managing Director, 130 E. Washington St., Indian- 
apolis, Ind. 

THIRD ANNUAL NATIONAL House FuRNISHING Ex- 
HIBIT, Chicago, IIl., Jan. 19 to 29, 1930. Headquarters, 
Palmer House. Warren Edwards, secretary, 105 West 
Adams St., Chicago, III. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE 
New EncLtanp HarpwareE DEALERS ASSOCIATION, Me- 
chanics Building, Boston, Mass., Feb. 20, 21, 22, 1930. 
Headquarters, Hotel Statler. George A. Fiel, secretary, 
80 Federal St. 9, Boston, Mass. 

NortH Dakota Retatt HarpwareE ASSOCIATION 
CONVENTION AND ExuisiTIon, Feb. 11, 12, 13, 1930. 
Place of meeting to be decided later. Charles N. Barnes, 
secretary, Grand Forks. 

SoutH Daxota Retait Harpware ASSOCIATION 
CONVENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis, 
Minn. 

WESTERN RETAIL IMPLEMENT AND HarpwareE Asso- 
CIATION CONVENTION, Kansas City, Mo., Jan. 21, 22, 23, 
1930. H. J. Hodge, secretary, Abilene, Kan. 











No. 220 


GRIFFIN Hinges are 
the choice of exacting 
builders because they 
combine every desired 
attribute of sturdy 
quality, precise un- 
iformity and superior 
finish, y FF F 





ERIE, PENNSYLVANIA 
“ Branch Offices. 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 Batterymar 

San Francisco, 703 Market St. 
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You Can Sell This Reliable 
Padlock for $1.00 





+ 04204-1/3 
CAST BRONZE PADLOCK 


Here is a lock that you can offer to satisfy the demand 
for a good reliable padlock to cost a dollar. 
2” cast bronze case with secure lever mechanism. 
The shackle is of steel, case hardened to resist attack. 
It is finished in black nickel to protect against moisture 
and to present a pleasing appearance. 

A high grade lock, attractively priced. 


List price $12.00 per dozen 


The Eagle Quality Line 


Night Latches Front Door Sets 
Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 

Wood Screws Stove Bolts 


Eagle Lock Co. 


General Sales Office 
26 Warren St. New York 
RBG. IN U. 8. PAT. OFF. REG. IN U. 8. PAT. OFF. 


Branches: 

521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford St., Boston, Mass. 
Works at Terryville, Connecticut 


















Autoberth.. 
comfortable, 
practical bed 
carried in car 
roof. Easily 
installed. 
Concealed 
whon not in 
ure 






Autoscreen.. 
Instantly installed in 
any car. No tools re- 
quired... Fine mesh 
galvanized or copper 
wire —— against 
bees, bugs, insects and 
road dust 


NEW MONEY MAKERS 


Every automobile owner is a live prospect for this new Auto- 
screen. Made of 18 mesh wire secured to flexible steel frame 
covered with fabric. Has rubber channel to fit over glass. Pro- 
vides driving comfort, full ventilation, protection from insects. 
Autoscreen is ideal with Autoberth, the new built-in bed for 
auto campers and tourists. Takes no room when not in use; 
can be lowered or raised in one minute. 


WRITE FOR OUR LIBERAL OFFER 


AUTOBERTH COMPANY 


LANSING, MICHIGAN 

















= CHICAGO)-~ 
SPRING HINGES 
_ The “Relax” 


The “Relax” leads all 
spring pivot hinges for 
quality, quietness and 
length of satisfactory 
service. 

This hinge is especially 
desirable for Hospitals, 
Churches and _ Schools. 
It has been used with 
complete satisfaction on 
many of them throughout 











the world. 

Relax Dealers can recommend 

Type 6001 the “Relax” without res- 
Spring Pivot-Hinge servations. 


There is no other Relax. 


Send for Catalogue H42 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U. S. A. 
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ALLITH’S 
3100 


FLOOR HINGE 


N service and silence—it has no equal in 
I its field. Carefully machined and hard- 
ened moving parts insure easy, smooth 
operation and long wear—years and years 
of it. Fixed parts are rigidly connected. 
The ball bearings supporting the door and 
absorbing the spring thrust operate in an 
enclosed steel ball race protected from dust 
and moisture. The race serves as a bush- 
ing for the frame where the frame revolves 
on the post; which prevents wear. 


A large diameter, steel wire compression 
spring (oil tempered) gives a smooth, posi- 
tive action to the door. The plunger has a 
rolling, sliding action against roller bear- 
ings. Fits either right or left hand swing- 
ing doors. The holdback keeps the door at 
95 degrees angle. Once fitted to the door 
you never hear from it again—for it goes 
on years and years giving service and 
silence. 


Every dealer should have the Allith-Prouty 
catalog for reference and guide to better 
building and garage hardware. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


Manufacturers of 


Fire Door Hardware 
Overhead Carriers 
Door Hangers 


Garage Door Hardware 

Rolling Ladders 

Spring Hinges 

Airport Door Hardware Malleable Iron Washers 

Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


Manufacturers of the finest line of Airport 
and Garage Door Hardware 

















} 
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My ous SHINGLES? 
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They will, if they are Reading Cut Shingle Nails. 
The life of a galvanized Reading Cut Nail is 
practically unlimited. Roofs in which these nails 
are used remain staunch, year after year — re- 
roofing is unnecessary until the shingles them- 
selves weather away. And Reading Cut Nails, 
because of their wedge shape, have more 
than twice the holding power of ordinary 


wire nails! 


There are many sizes and varieties of Read- 
ing Cut Nails—a type for almost every building 
need. We'll be glad to send you our free illus- 


trated catalog—write for it today. 


READING IRON COMPANY 
Reading, Pennsylvania 

Atlanta Cincinnati Pittsburgh Fort Worth 

Baltimore Detroit Cleveland Seattle 

Boston Houston St. Louis Philadelphia 

Buffalo LosAngeles _ Tulsa New Orleans 

Chicago New York San Francisco Kansas City 


READING 


“NT NAILS 
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Over 
16,000,000 


Customers 


They are customers who represent pro- 
gressive ideas and have the money to satis- 
fy them. They are the families whose 
homes are wired for electricity. 


The feminine element of these families 
is delegating the household drudgery more 
and more to electrical means. She is con- 
stantly prompted in this by her own inceli- 
nations, the dictates of her social circle, 
and the wealth of advertising fostered by 
the manufacturers of electrical appliances 
and devices. 


In addition to appliances, she demands 
new fixtures, new devices. She is inter- 
ested in them wherever they are displayed. 
She is more than half sold when she 
enters your store. 


To cooperate with you in_ entering 
and successfully merchandising these 
profitable lines, HARDWARE AGE pub- 
lishes every fourth week “ELECTRICAL 
GOODS” Section of Hardware Age. In 
this valuable supplement you will find the 
latest information regarding this merchan- 
dise, and the tried methods of successfully 
and profitably merchandising it. 


This is a contribution to a larger and 
more profitable business for you. Use 
this section for your certain benefit. 


Electrical Goods 


Section of 


HARDWARE AGE 


239 West 39th St., N. Y. C. 





€lectrical Goods 


Section of AGE 
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Tireless seeking 
and Leadership 


When the now-famous “Positive Agitation” Hoover 
was in process of development, Agitator after Agitator 
was built and tested. Not until nearly 100 Agitators had 
been tried was one found which cleaned both completely 
and harmlessly. And not until this Agitator had been 
found was “Positive Agitation” offered to the public 


It has never been said of Hoover that it produced an electric 
cleaner model which fell short in design, materials, workman- 
ship or efficiency. Back of the public confidence in Hoover 
is such patient research as that which developed the Hoover 
Agitator. And from it has grown Hoover Leadership. 








he HOOVER 


It BEATS.... as it Sweeps as it Cleans 


THE HOOVER COMPANY, NORTH CANTON, OHIO: The oldest and largest maker of electric cleaners- The Hoover is also made in Canada, at Hamilton, Ontario 
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There Are More Y oung People Than Old 


VERY merchant has the opportunity to select his 
E customers. He does this largely by the charac- 

ter of his displays and the stock that he features. 
Through his displays, he makes known to people what 
goods he has on display and when he makes these dis- 
plays he must have in mind the class of customer he will 
attract. 

The merchant who wants very young customers dis- 
plays chiefly penny candies or very low priced toys, 
those things that parents will permit children to go to 
the store and buy for themselves. 

Then there are various degrees of age appeal up to 
and including those things that 
very old people who have not 


merchandise to their elders. 

This is an illustration of age appeal and the reason 
therefore. 

The managers of this store know that there are 
more young people than old and they make their appeal 
to this more numerous and free-spending group. 

You can do the same in your store. There are still 
a few people who use and like the old cast and wrought 
iron household equipment but there are more who want 
the newer, less work kinds and your display will in- 
dicate which group you prefer as customers. 

An appeal to the younger group means that you want 

customers who are just coming 
into their spénding power and 





changed their ways want. 

For instance, there is in New 
York a department store that 
stocks a rather complete line of 
clothing that was popular in the 
so-called Victorian age. But the 
store does not display this mer- 
chandise except in a very limited 
way. The reason is that there 
are so few purchasers of this 
merchandise. 

Rather this store displays 
wearing apparel and home fur-, 
nishings that appeal to the 
younger generation and depends 
upon the young people, so at- 
tracted into the store, to carry 
the message of the Victorian 


Electrical Goods Section 
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will be your good spending cus- 
tomers for years to come; an 
appeal to those who are thinking 
in terms of Victorian dress and 
household equipment means that 
you are appealing to a group 
that has passed the spending 
zenith and who, at best, cannot 
long continue to be customers. 
\ Electrical equipment is a mark 
of a young-thinking class—a 
group that thinks of equipment 
in terms of accomplishments. 
Electrical equipment displays, 
/ we believe, are far more attrac- 
tive to the person of 20 than to 
one of 60 and the person of 20 is 
a more valuable customer. 
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Modern Merchandise Wins Award 
Ribbon for Hardware Display 


Complete lines of electrically operated tools and home equipment drew favorable 
votes from the interested people, W. E. Aubuchon says 


ODERN merchandise rather 
M. than artistic decoration won 

the blue ribbon award for 
the window displays by the W. E. 
Aubuchon Co. of Fitchburg, Mass., 
according to William E. Aubuchon, 
the senior partner. The display, as 
the photographs show, was orderly, 
ample space was permitted for each 
item and each item represented the 
latest equipment in that particular 
line. 

Fitchburg is a city of about 42,000 
and is in a thickly populated district, 
with many nearby towns, and Worces- 
ter and Boston are not far distant. 
Under these conditions the mer- 
chant’s opportunity is just what he 
makes it. He may or he may not 
draw trade from the smaller towns. 
He can let the local and nearby trade 
go to the larger towns or bring it to 
his store. The people roundabout do 
not buy of him from necessity. It is 
up to the merchant to make them 
buy from him as a matter of choice. 

Mr. Aubuchon has accepted this 
challenge. He claims to be a cham- 
pion reader of business papers. He 
reads the worth while business maga- 
zines in his own industry and then 
goes into other industries and into 
general business for ideas. Because 
the drug stores were invading his 
field, he subscribes to a drug maga- 
zine’ and reads it. He gets some 
good ideas from it. 

Out of this study of merchandis- 
ing Mr. Aubuchon got two main 
ideas: 

That people like to see and buy the 
latest merchandise; 

That everything that is carried in 
stock must be on display. There 
must be no opportunity for a sign 
reading “If you do not see what you 
want, ask for it.” 

It was this display idea that 
brought about some radical changes 
in the store 15 months ago. The 
front of the store was old-fashioned, 


By Laurence Andrews 


massive, with high windows and all 
of that. Mr. Aubuchon wanted more 
space, so he double decked his win- 
dows, knowing that people in auto- 
mobiles in the street and those walk- 
ing on the other side of the street 
could see the upper display and those 
on the nearby sidewalk could see the 
lower deck. Always both decks of 
the window are filled with merchan- 
dise that Mr. Aubuchon and his dis- 
play man believe the most people 
want to see. 

And thereby hangs the tale of the 
blue ribbon. The Chamber of Com- 
merce arranged for a window dis- 
play contest. Official judges were se- 
lected and the people were asked to 
vote. The Central Hardware Store 
of the W. E. Aubuchon Co. (the firm 
has nine stores in Fitchburg and sur- 
rounding towns) won both the offi- 
cial award and the popular award. 

Electrical goods featured these 
windows. In the tool window were 
electrically driven emery wheels, 
bench motors, bench saws (circular 


and band), drills, screw drivers and 
sewing machines. 

In the appliance windows were 
electric irons, griddle cake pans, ta- 
ble stoves, percolators, tea sets, 
toasters, chafing-dishes, floor pol- 
ishers, radio receivers, washing ma- 
chines, floor and table lamps, clean- 
ers, moving picture projectors, time 
clocks and some other items. 

On the upper decks the display 
was chiefly plumbing goods which 
are in keeping with the better home 
furnishings that the electrical idea 
promotes. 

Even Mr. Aubuchon was surprised 
at the sales results of these windows. 
This, he believes, is due to the fact 
that the attention of the public was 
so strongly directed toward windows 
by the vote idea. The effect, he be- 
lieves, will be lasting, as many peo- 
ple discovered so much of interest. 

Long before this contest, Mr. Au- 
buchon knew the selling power of 
window displays. He tells many in- 
cidents that prove this. For in- 
stance: 

A contractor in Athol, nearly 36 





The appliance window presented much modern household equipment 
without the appearance of crowding 
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miles from Fitchburg, started for 
Worcester, 70 miles from his home 
town, to purchase electrical and 
plumbing supplies from a large re- 
tail store of a nationally known mail- 
order house. He knew of no place 
nearer to his town where he could 
get what he wanted when he wanted 
it. His route carried him through 
Fitchburg. He was halted in traffic 
opposite the Central Hardware Store. 
In the few seconds’ wait he saw the 
display windows and noted the com- 
plete lines of the goods he was inter- 
ested in. 

He drove his car to the curb and 
walked over to the store and inside. 
He made his purchases and was so 
pleased with his “find” that he told 
the clerk where he had intended to 
go and why he didn’t go. This con- 
tractor has returned to the store 
several times and each time has got 
what he wanted and carried it back 
with him. His purchases to date 
have brought revenue greater than 
the cost of the display and in the 
course of a year will amount to sev- 
erai thousand dollars. 

That might have been the excep- 
tion to the rule. But it wasn’t. A 
builder from Keene, N. H., nearly 50 
miles away, was enroute to Worcester 
to buy some plumbing parts. He, 
too, spotted the Central Hardware 
windows and stopped. He saw what 
he wanted in the window and it was 
immediately delivered to him from 
stock. His purchase amounted to a 
little less than $100. 

A local woman had scoured the 
city for an electrical fixture of odd 
design to match.one in her home. 
She had given up the search when 
she was attracted to the Central 
Hardware windows. She saw what 
she wanted. When she had made her 
purchase and found it as reasonably 
priced as the original which she had 
bought in a larger city, she asked 
for the owner of the store. He was 
out just then. The customer urged 
the salesman to “please. tell the 
owner that you have the most com- 
plete and attractive hardware win- 
dows and the most courteous clerks 
that I have ever seen.” 

In further proof of a complete ser- 
vice rendered, a business man in the 
shopping center entered the store 
and without ceremony sailed into the 
clerk with a verbal tirade. “I want 
to get a time clock, a clock to shut 
off my display window lights every 
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The oil burner and plumbing exhibit in the upper deck window was 
entirely modern and in keeping with the electrical merchandise below 
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night. I’ve been to every place in 
the city and some of them didn’t 
know what I was talking about; 
others offered to send for it, but I 
want it now. I suppose I’ll have to 
go to Boston to get it—this is a 
cevil of a city. You can’t get any- 
thing you want except in my line of 
goods.” 

“Mr. ,’ responded the clerk, 
“we have got just what you want, 
and there it is.” 

He reached up on a display shelf 
and took down a box and gave it to 
the customer. The man expressed 
surprise, apologized for his tirade, 
added that he had seen a lot of 
things displayed in the window 
which he didn’t believe were on sale 
in the city and if he hadn’t seen 
them wouldn’t even have bothered 
to come in. He made out a check 
for $45 and went out with his time 
clock under his arm—satisfied. 

There are not many hardware 
stores in small cities where one can 
go up to a counter, buy an automatic 
oil-burning boiler and have it deliv- 
ered from stock the same day. Cen- 
tral Hardware has done it and can 
still do it. 

When people in the vicinity think 
of electrical goods, they apparently 
think of Central Hardware. Mr. 
Aubuchon, as far back as he can re- 





member, has carried some electrical 
goods. About four years ago, after 
building up this department gradual- 
ly, a full line was introduced. It in- 
cludes fixtures and wiring materials 
and a special radio department. 

The sale of lamps is the biggest 
single item in the department, with a 
volume of about $4,000 for the store. 
There are about 100 wholesale cus- 
tomers on the books. The electrical 
department alone enjoyed a volume 
of about $30,000 last year. The city 
trade is for the most part retail. 
The suburban dealers, contractors 
and builders provide the wholesale 
trade. A salesman is kept in the 
suburban field all of the time. 

One of the biggest advertisements 
and assets to the store, Mr. Aubu- 
chon believes, the feature that em- 
ployees most often hear favorably 
commented upon, is the interior and 
exterior lighting. Mr. Aubuchon, 
when he recently remodeled the 
building, did not depend on his own 
ideas. He called in a lighting engi- 
neer, William Marlowe, from the 
Fitchburg Gas & Electric Light Co. 

The interior is lighted throughout 
with 200-watt daylight lamps. The 
window display is indirect with 
strong illuminating power. 

“Some hardware merchants,” MY. 

(Continued on page 88) 
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Sure Sellers 


Some facts regarding incandescent lamps and radio tubes, two items that are repeat 
sellers for the hardware store 


country use more than 250,- 

000,000 incandescent lamps a 
year, to which industrial plants and 
commercial users add something like 
75,000,000, for a total of something 
like 325,000,000 with a retail value 
of almost $80,000,000 a year. 

Are you getting your share? 

More than 9,000,000 homes next 
year will buy more than 45,000,000 
radio tubes to replace those already 
in the sets in use. Of these sets 
probably 2,700,000 are AC sets, the 
remainder being battery operated. 
Thirty million more tubes will be 
sold with the new sets bought during 
the year, with a total retail value of 
$175,000,000. 

Are you getting your share? 

Tubes and incandescent lamps are 
not impulse purchases. They are 
necessity purchases. The customer 
decided when he had his house wired 
or bought the radio receiver that he 
was going to be a regular customer 
for tubes and incandescent lamps. 
Renewal purchases are more or less 
automatic. It is inconceivable that 
the owner of a receiver will let this 
instrument stand idle over a long 
period of time because of a lack of 
tubes. Also it is inconceivable that 
a wired home owner will let this 
lighting system stand idle for the 
want of lamps. 

Today some 20,000,000 of the 28,- 
000,000 homes of this country are 
equipped to use incandescent lamps 
and 9,000,000 homes have radio. The 
number of radio equipped homes is 
growing by leaps and bounds and 
every receiver that goes into a home 
means another tube customer for 
some store. 

Is it yours? 

There was a time not very long 
ago when merchandising radio tubes 
was more of an adventure than a 
business. In the early days of radio, 
new and different tubes were an- 
nounced at frequent intervals. Many 
of the tubes on the market came 
from irresponsible makers—the 


\ BOUT 20,000,000 homes in this 


tubes not only failed to do what was 
promised but they were poorly made. 
Buyers, of course, blamed the mer- 
chant who sold them rather than the 
maker. Tubes were also extremely 
fragile merchandise and breakage 
was heavy. 

Today conditions are radically 
changed. There are several reliable 
tube manufacturers. These manu- 
facturers are not given to bringing 
out new and startling merchandise 
every few weeks, and they stand 
squarely behind their products. The 
tubes themselves have become staple 
merchandise, well made and well 
packed. The loss from breakage is 
very small and the makers assume 
the loss from exchange because of 
failure of the tube when installed. 

In this respect, the tube is going 
through the same phases as the in- 
candescent lamp. Many merchants 
remember when there were dozens 
of makers of incandescent lamps and 
an extremely wide variety of unre- 
liable products. Gradually order was 
brought about in the manufacture of 
lamps and today the merchant has 
practically no complaint as to relia- 
bility of merchandise or changes of 
styles unless he goes ‘outside the 
group of established, reliable 
makers. 

Tubes are following the same path 
but are covering the ground from 
the adventure stage to that of re- 
liable merchandising much more 
quickly than lamps did. 

As a contrast to the dozens of 
special purpose tubes offered at fre- 
quent intervals a few years ago, the 
trade has settled down to a staple 
output and the revolutionary tube is 
the exception these days. This year 
has seen the screen-grid tube come 
into the market, and apparently is 
here to stay until something better 
offers. 

The point we wish to make here 
is that radio tubes, like incandescent 
lamps, are in wide demand and the 
annual turnover is growing rapidly, 
and the merchant who neglects to 


get in line is going to be wondering 
pretty soon why so many of his cus- 
tomers are going to other stores. 
Certainiy if they go to other stores 
for lamps and tubes, they will buy 
other merchandise for their homes 
while in these stores. 

The fact that a merchant does not 
sell radio receivers is no reason why 
he should not sell tubes; no more 
than the fact that he does not sell 
electric light fixtures is a reason for 
not selling incandescent lamps. 

Tubes, like lamps, are built for a 
rather definite life period. Roughly, 
the makers believe that they are 
building tubes and lamps for an 
average year’s life in the homes. As 
with all other delicately constructed 
equipment, there will be differences 
as to the actual period of life. If 
roughly treated or used more hours 
than in the average home, the life 
will be shorter. 

The secret of successful tube mer- 
chandising is to select a good line, 
made by a reliable manufacturer and 
distributed by a reliable jobber, and 
to stick to it and keep the stock 
within reason. Sometimes it is nec- 
essary to sell more than one line be- 
cause the manufacturer does not 
make a complete line. Some excel- 
lent manufacturers have only an AC 
line, for instance. 

The most common fault is for a 
merchant to stock a large number of 
lines—we have heard of merchants 
who stocked tubes from 20 different 
manufacturers—build a large stock 
and then fail to get adequate turn- 
over. Also these merchants are like- 
ly to be out of staple numbers, while 
carrying a large stock. 

Universally used merchandise is 
the kind that brings customers into 
the store. We believe that any mer- 
chant who stocks a reliable line of 
tubes and lamps, makes the proper 
display and advertises his lines, will 
certainly sell them and that he will 
bring into his store many new cus- 
tomers. 
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New Electric Appliances You Should 
Know about— 








“+4 


Introduced by 





The New UNIVERSAL Combination 
Waffle Iron, Griddle and Sandwich 
Toaster: An extraordinary table appli- 
ance that bakes crisp, delicious waffles 
or fries appetizing griddle cakes or 
toasts sandwiches a rich, golden-brown 
or does any form of hot plate cooking. 
Its reversible expansion hinge, which 
makes all these operations possible, is 
an exclusive UNIVERSAL feature. 
UNIVERSAL quality throughout— 
simple construction—will not get out 
of order—sure to be a popular leader 
because it is in reality four appliances 
in one for the price of one. 






COMBINATION 





1. Waffle Iron 


Aluminum Cooking plates 
are grids on one side and 
smooth on the _ other. 
Grids are shown here in 
position to bake waffles. 


The New UNIVERSAL Corn Popper: 
The most satisfactory Electric Corn 
Popper ever designed. Separate liquid- 
tight, rust-proof popper compartment 
simplifies the emptying of popped corn 
and gives corn a richer flavor by allow- 
ing it to pop in melted butter. This 
appliance also serves as an excellent 
disc stove for light cooking. 






2. Single Griddle 


Close the grids 
and reverse cover 
to form single 
griddle or hot 
plate. 









Both of these New UNIVERSAL items are 
now ready for distribution. Bring your 
electric appliance stock up-to-date. Order 
from your jobber. , 


Landers, Frary & Clark 


New Britain, Conn. 


3. Double Griddle or Hot Plate 
Reverse cooking plates and swing 
back cover until knob rests on 
table to form double griddle or hot 





4. Sandwich Toaster 


Wide expansion hinge al- 
lows appliance to toast 
sandwiches of various thick- 
nesses. 







UNIVERSAL Corn Popper 


a 
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Counting Iomorrow’s Profits 


Cleveland Electrical League Appliance Survey 1s used as a basis for 
counting ahead on sales for city’s community stores. 


NE summer day the writer 
O stood in the door of a hard- 
ware store in a town of about 

125 families and the young store 
owner went over this community 
house by house and counted those 
who would probably buy washing 
machines, buy percolators, waffle 
irons or other higher priced items 
or paint their houses or 
build garages within a year. 


Cleveland, Ohio, and an estimate of 
the number of prospects likely to buy 
within a year, also an estimate of 
the replacement market based on the 
life of the various appliances. 

In the comment on that article, we 
suggested that every merchant could 
do the same for his regular trade. 
We wonder if any merchant did? 


Brides and Sweet Girl Graduates. 

Who Will Sell $109,600,000 Worth 
of Electrical Appliances to Your 
Customers Next Year? 

Customers Around the Corner. 

Pay Your Rent with the Profits 
from Electric Appliance Sales. 

Under the heading of ‘Neigh- 


bors” is this letter: 
“Just around the corner 





This young man had been 
doing this for several years. 
His estimates had been re- 
markably accurate, for he 
had put down his prospec- 
tive figures and his actual 
sales. His business had 
grown from year to year, al- 
though the population had 
not, except the year when 
this conversation took place. 
The loss on this particular 
year was no surprise to this 
youthful merchant, for he 
had known that electricity 
was coming to town that 
year and that the cost of 
wiring the homes would take 
the money for painting and 
other work of a number of 


\ 





How to Make $2,015.76 


MR. PROGRESSIVE HARDWARE DEALER: 


Within a radius of one mile from your store there are 
5,000 homes. 


Four thousand five hundred and forty (4,540) of these 
homes own one or more electric irons. 


Twenty percent (20%) or 908 of these irons will be 
replaced during the next 12 months. 


If you sell 908 6-lb. irons at $6.00 each, the total 
will be $5,448. and your gross profit will be $2,015.76. 


Isn't it worth while to— 


ADVERTISE the fact that you sell electric irons, 


DISPLAY electric irons at a prominent place in your 
store, and 


SELL electric irons to the people who come into your 
store? 


Why not let your customers and neighbors know that you 
expect them to buy their electrical appliances from you? 


So Says 


THE LITTLE HOTPOINT MAN. 
' 


from your store there are 
3215 prospects for electric 
percolators. 

“Seventeen hundred and 
eighty-five of the 5000 
homes within a mile of your 
store now enjoy the aroma 
and delicious flavor of cof- 
fee made electrically. 

“Tf you sell 10 per cent of 
these prospects during the 
next 12 months, here is what 
will happen—321 percolators 
at an average of $10 each— 
$3,210. 

“Why not display, adver- 
tise and sell electrical appli- 
ances to your customers and 
neighbors?” 

Under the heading of 
“Rent” is this letter: 








his customers. 

However, at the time of 
this conversation he was counting 
ahead on electrical appliance sales. 
He had already sold some irons, a 
few percolators and toasters and a 
washer or two. An outside store 
had accomplished a few high pres- 
sure washer sales ahead of him but 
this was not causing the young man 
any worry. He said the buyers were 
having trouble meeting their pay- 
ments and were making considerable 
talk about it. He thought it would 
be a warning to others. 


The question occurs to us: How 


many merchants know their trade 
territory as well as this young man? 
Yet it is possible. 
™m the April 25 issue of ELEC- 
TRICAL Goops Section we printed sev- 
eral tables of an appliance census 
compiled by the Electrical League of 


Recently the hardware trade of 
Cleveland has been circularized by 
a manufacturer’s representative who 
has done that very thing. He had 
broken up the city census into trad- 
ing districts, and placed before each 
merchant a localized report that will 
enable this merchant to make an es- 
timate of his possibilities by taking 
into consideration, of course, the 
number of competitors. 

One of these communications is re- 
produced on this page. There was 
no letter head, just the letter is 
printed. Each letter was on a differ- 
ent color paper and treated of a dif- 
ferent phase of the appliance mar- 
ket. Some of the headlines to other 
letters are: 

Make Your Neighbors Your Cus- 
tomers. 


“Here is what will happen 
if you sell one $10 electrical appli- 
ance each day your store is open 
during the year: 

“Three hundred and six days— 
306 appliances—$3,060. 

“If you sell one-tenth of the appli- 
ances which will be purchased by the 
5000 families just around the corner 
from your store, then your total ap- 
pliance sales for the year will be 
$10,960. 

“The gross profit on $10,960 will 
more than pay the rent in most cases 
for a hardware dealer.” 

Why not make such an estimate of 
the trade in your own community? 
A high school boy or girl will be 
glad to have the opportunity to make 
an appliance census for you during 
the summer at small cost. 
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SANDING FLOOR 





ELECTRIC FLOOR MACHINE 
WAXES Jutomatically 


POLISHES,SCOURS,SCRUBS 
SANDS All Kinds of Floors 












HE REGINA is the lowest priced Floor Machine 

which will efficiently scrub, scour, sand, polish and, 
IN ADDITION, is the only machine which properly 
applies WAX AUTOMATICALLY and in the right 
quantity—a feature which eliminates slippery floors. 
It is equally effective on all kinds of wood, linoleum. 
tile, cork and concrete floors. It does the same quality 


EQUIPMENT 
Automatic Waxing Unit 
2 Waxing Brushes 
2 Polishing Brushes 
2 Felt Buffing Pads 
¥, Gallon of Wax 
24 Feet Rubber Cable 
Universal Motor 


Weighs less than 16 Ibs. 


of work as the larger, heavier machines which cost much 
more—and yet it is as easy to operate and handle as a 


vacuum cleaner. 


THE REGINA CORPORATION 
Makers of the Famous Regina Vacuum Cleaner 
RAHWAY, NEW JERSEY 






DEALERS AND JOBBERS 


Mail coupon for complete 
information as territory is 
being rapidly allotted. 













REGINA CORPORATION 
Rahway, New Jersey 


Please send me information, g 
about the REGINA ELECTRIC FLOOR MACHINE. 







Indi Adi 
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Ask Him If He Has 
Enough Light for Shaving 


UNDREDS of homes are under- It will mark the beginning of a business 
lighted—right in your neighbor- friendship that Nilco Lamps will keep. 
hood. And every customer needs only Show him the beautiful Nilco Inside 


to be reminded of the need for proper Frosted Lamps. Show them to him in a 
test socket. 













lamps. 
They’re salesmen in themselves — for 


Ask him about his bathroom light—the there’s a kindly brightness about Nilco 
light he uses for washing and shaving. Lamps that men and women like. 


Ask the Nilco Jobber’s Man for the 
Excellent Dealer Story 










Nileo Lamp 
| Works, Ine. 


' Emporium, Pa. 


NILCO LAMP WORKS, INC. 
I'd like to get 


: the rest of the “ Emporium, Pennsylvania 


| story — prices and 
: literature about 


: Nileo Lamps. 
‘ . 4 177 
- ~~ i? 

: oe e, 
SEEMED? acourssdiietskon aches eee . so = D 
' ot 

J 
; me eer WS 
' 
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Exhibit Season 
Calls for Bold 
Display Scheme 


OW comes the season for dis- 
| \ plays of merchandise at 
fairs, homecomings and 
other events that help to make life 
worth living by drawing people to- 
gether. The people who come to see 
what is to be seen and to meet folk 
they have not met for months or 
years will look at what you have to 
show them, but in the main they 
want to see what is new and they 
do not want to be bothered with too 
many details. 

Those merchants and manufac- 
turers who have studied the science 
of display to mass gatherings, lean 
strongly to bold displays of large ap- 
pliances rather than detailed or stu- 
dious displays of small items. The 
displays on this page are typical. 

Ironers, washers, cleaners, refrig- 
erators, oil burners and_ similar 
equipment get much attention from 
the crowds. They fit into the nature 
of things and the percentage of those 
present who own the latest equip- 
ment is very small. Many, of course, 
own cleaners but there are changes 





Goods Section 


Electrical 





o> Son. 


EQUIPMENT 








HIOLMES ELECTRIC RE 
AMERICAN MOTOR EQueres 








in cleaners from year to year and 
people are interested in improve- 
ments. 

One important factor that is often 
overlooked by merchants is that it is 
just as important that the displays 
in the store windows be suited to 
the occasion as the exhibit at the fair 
grounds. The people on the side- 
walks are a part of the carnival and 
they have the same mental attitude. 

A bold scheme for presenting large 
appliances in a window with much 
color in the background, large type 
signs and placards, so that the ar- 
ticle on display, its use and the new 














determined at a 


features can be 


glance. 

Household equipment is favored 
for such displays because house 
work is universal. Today people 
generally are interested in the 
quicker, better ways of accomplish- 
ing the necessary tasks. 

In rural communities, household 
work and farm chores are the twin 
drudgeries and the two non-profit 
but necessary tasks. The time re- 
quired for feeding and keeping clean 
people and beasts requires time that 
could be more profitably employed 
in other work and in leisure. 


SPC TIN 
*GOUBS - 
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Rural Line Construction 


EDITOR’S NOTE—This ts the seventh of a series of instructive articles on Elec- 


tricity on the Farm by R. H. Rogers of the General Electric Co. 


These articles 


were originally prepared for broadcast talks over WGY and we are sure that they 
will be of interest to those who are selling and will sell such equipment to farmers. 


HE extension of electric trans- 
mission lines into rural dis- 
tricts presents some features 
that have caused prospective farm 
customers to ask questions. The cost 
per mile of line construction is often 
discussed. It is clear that, if ser- 
vice equal to that rendered in cities 
is going to be available to farmers, 
the line will have to be constructed 
just as well as are city lines. 

The fact that there will be fewer 
customers and less revenue per mile 
does not imply correspondingly low 
cost construction, for the farmer, the 
same as any other customer, wants 
light, heat or power at the snap of 
the switch, day or night. Outrages 
are just as much to be guarded 
against in the country as in the city, 
hence only a well constructed line is 
acceptable and it cannot be cheaply 
built. 

The costs compiled from various 
parts of the country indicate from 
$1,000 to $2,000 per mile as mini- 
mum and maximum, determined by 
local circumstances. Power com- 
panies deduct from the line invest- 
ment any labor or poles that may be 
contributed. The amount of such 
deductions equals what the company 
would have had to pay for such la- 
bor and materials. It is, of course, 
to the customers’ interests to keep 
the capital cost down so that they 
can get a lower minimum bill or a 
lower unit cost for energy. One way 
to do this is to organize an old-fash- 
ioned “bee” in which all the inter- 
ested parties club together and get 
out poles and dig post holes. 

To withstand wind storms in the 
West and South, and the sleet and 
ice of the Northeast, the poles have 
to be of liberal size, both as to di- 
ameter and height. They must be 
set securely in the ground and, where 
the land is shallow, that means a lot 
of expense for work in the rock. 
Rights-of-way across property some- 
times causes friction and if unrea- 


sonable demands in the way of 
rentals are made, the capital cost 
goes up and makes more expense for 
everyone. 

The wires that are strung on the 
poles must be mechanically strong 
enough to hold up in storms and 
when loaded with ice, hence the size 
cannot be cut down to suit a small 
demand for power. Hard-drawn cop- 
per wire must often be used, though 
copper wire with steel core or alumi- 
num wire is sometimes. strung. 
Cross arms have to be long enough 
to keep the wires from whipping to- 
gether. Long spans require wide 
spacing and high poles; short spans 
require more cross arms and insu- 
lators and more holes in the ground 
per mile. 

Certain improved devices and 
practices, just coming into use, tend 
to help the rural line situation. 
There is now available an impressive 
substation which makes it possible 
to derive low voltage rural circuits 
directly from the high voltage trans- 
mission lines of 110,000 volts or be- 
low. Communities that are located 


by such a line will now be able to get 
service without the expense of a long 
low voltage line more or less paral- 
leling the high tower line to some 
city or town substation. These new 
substations cost about the same as 
one or two miles of rural line, hence 
the saving is very marked when they 
can be used. 

A new practice which gives great 
promise for rural lines is the use of 
series condensers which do away 
with approximately half the losses 
that otherwise occur in electric 
power between the power house and 
the customer. The use of these units 
will make it possible to furnish 
power at lower rates either through 
reduced losses or through more eco- 
nomical line construction for the 
same losses. 

If your customers are among the 
groups of farmers desiring that 
more desirable of farm improvements 
—electric service—get the rural 


power specialist out from the power 
company to look the situation over. 
Often the apparent difficulties fade 
away when a start is made. 





Electric equipment is a decided aid in sheep shearing, according 
to reports made to the Committee on Relation of Electricity 
to Agriculture 




















HARDWARE AGE for JULY 18, 1929 x 








With the new One Minute 29—the home 
washing machine reaches new heights of 
Engineering perfection. 


The men who created and built this 
Washer—know the problems of the washing 
machine dealer. They know how costly fre- 
quent service calls are. They know the news 
flies that Mrs. Jones and Mrs. Smith are 
having trouble with this or that machine. 
They have built the new One Minute to not 
only sell easily in any competition, but to stay 
sold by its care-free performance week in and 
week out. It will pay you to investigate the 
One Minute 29—and its “service proof” 


features. 







Another out- i 

standing One Minute 

The gear case of the Model 29 — sealed 1 nepromaiant is the Arm-Gla-Co tub 
H 





against service. Large upper and lower bear- F Ar 1 
ings and continual operation in a bath of It is clean, rust resisting—appealing 
and everlasting. 


oil—assure a new degree of quietness and 
long life to the entire washer. 








5 


Qne Minute Manufacturing Co., Newton, Iowa 
Department HA rid 
Ved] 
Vi, 


OneMinute: 


No, 2044 
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EDITORIAL PAGE 


Summer Thoughts 


IDSUMMER, when people are often hot and 
M. uncomfortable and really hate to think. about 
+ heavy, oven cooked meals, is a good time to 
suggest the electric way of preparing food. The elec- 
tric cookers, grills, toasters, waffle irons and similar 
appliances come into this picture even where electric 
ranges are not in the picture. But ranges are coming 
into the picture in new communities daily and no 
woman who has ever seen an electric range in operation 
is quite the same after that until she has one. The 
smaller electric cooking devices lead up to the range. 
It is time to be planting thoughts of cooking the e'ec- 
tric way in your community. 





A well planned, accurately kept mailing list is a 
valuable asset to any store. 





Now About the Grill 


VERY few days it seems that we hear of some 
H one who has discovered the possibilities of an 

electric grill. Usually these discoveries are 
people left at home when the family goes away. These 
people dislike to dress for meals in hotels and restau- 
rants. They want what they want when they want it 
and they experiment with the grill as a means of prep- 
aration and they discover that this is an extremely 
handy appliance and it can cook entirely beyond its 
appearance. 





This mailing list should be keyed for the various 
lines the store handles. 





Try It Yourself 


OT so long ago a buyer for an electric appliance 
| \ department was invited to join two friends for 

dinner and he saw these men prepare the meal 
on a grill. He was amazed at the quantity and quality 
of food they prepared. He told his wife about it and 
she tried it out and then he began to talk to his sales- 
people and they got the idea. Some of them bought 
grills and some hauled out those from the closet shelves. 
As a result this store made quite a record for sales of 
grills and is still maintaining the pace. 





All families living in wired homes should be 
designated and no money wasted on those who do 
not have electricity. 


Know Your Merchandisee 


E believe the great fault with sales of electric 

\ \ appliances today is that the salespeople really 
do not know the advantages of these appliances. 

We have in mind a woman who 


There are exceptions. 


sells appliances for a Middle Western hardware store. 
She lives with appliances, entertains her friends with 
food cooked electrically and she is making a remark- 
able record in sales, we are told. She puts into her 
sales the experiences in her own home. 





When your regular customers buy a washing ma- 
chine, cleaner or other major item, that fact should 
be checked on the list. 


Forget the Ornamental Idea 


F the hardware salespeople could forget entirely the 
| gift or luxury idea in connection with percolators 

and other appliances and sell them as superior, 
everyday cooking equipment, they would make better 
headway. A nickel finish percolator on the sideboard 
will become dark and cloudy and polishing will not 
restore its beauty. A percolator that is used daily 
and washed often will retain its beauty much longer 
than the one that waits for “company use.” Also the 
coffee is better and more easily made in an electric 
percolator. The same is true with other appliances. 





It rather discourages your washing machine cus- 
tomer if you send a circular a few weeks later. 





Use One Yourself 


HEN the family goes away this summer, use 

\ \ some electric appliances in your own home and 

learn the benefits. Then go to the store and 

tell your customers of these pleasant experiences. Tell 

them how much pleasanter it is to cook with these appli- 

ances on a hot day and how much easier it is to clean 

them. In other words, share your pleasures with your 

customers and you will sell many things electrical. 
And summer is the time to do it. 





Mailing pieces supplied by manufacturers are 
worth hundreds of dollars to you if you will use 
them intelligently. 


And Fans Too 


LL summer your store should be made pleasant 
A with fans. You and your help cannot do effec- 
tive work when you are hot and low in energy. 
Fans help people to work. Also they attract people to 
your store. They make it a pleasant place to come to. 
An office manager told us the other day that this in- 
vestment in fans was the best he had made except the 
water-cooler. His people worked more steadily and 
more effectively. Fans cut down the percentage of mis- 
takes. Fans, effectively used, sell themselves. 





A list of radio owners of your trade community 
should be a valuable asset for your tube sales. 
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Many People are Changing Fixtures 


Newer and Better Styles 
Make Trade for These 
Hardware Merchants 


HIS reporter, in his quest for 
new ideas in hardware mer- 
chandising that, through pub- 
lication in HARDWARE AGE, might 
prove of assistance to other dealers, 
arrived in Galesburg, IIl., recently 
after store closing hours. Thinking 
that it would be a good plan to in- 
spect the windows of some local 
hardware establishments, as they 
often feature a new line or unique 
display worthy of being brought to 
the attention of our readers, we 
started up the main business street. 
It was just a step to the first win- 
dow that attracted our attention. 
Yes, it was a hardware store all 
right. Nice display of housefurnish- 
ing goods in one window and in the 
other—did my eye deceive me? No! 
—a very attractive display of elec- 
tric fixtures, consisting of chande- 
liers, domes and clusters, with a good 
representation of table and floor 
lamps. 

The sign on the store front pro- 
claimed it was the Murphy Brothers 
Hardware Co. The store was dark, 
but by peering into it we could dis- 
cern that there was quite a display 
of hanging light fixtures just inside 
the door at the right. 

“Well! There’s no doubt about it 
now—it’s a real hardware store, and 
from all indications they are doing 
a nice business in electric fixtures, 
and that’s a line few Henry Browns 
handle. I’ll jump in on Murphy 
Brothers the first thing in the morn- 
ing and get the details.” 

We were on hand bright and early 
and received a cordial welcome from 
H. N. Murphy, one of the brothers. 
When we informed him we had heen 
attracted by the window display of 
electrical fixtures and would like to 
have any information he cared to 
give us on this subject, he said: 

“Sure! Electric light fixtures are 
one of our most profitable lines— 
you would be surprised at the busi- 
ness we do in them.” 


Electrical Goods Section 





This display of lighting fixtures, portable lamps and appliances greets the 
customer at the door of the Murphy Brothers store 


A continuation of the interview 
made it known that the line is espe- 
cially active at this time, due to a 
period of transition in light fixture 
styles. People having old style fix- 
tures in their homes are replacing 
them with the up-to-date articles. 

Often, having redecorated the 
home in its entirety with the single 
exception of the fixtures, they find 
the old fixtures “stick out like a sore 
thumb,” and spoil the effect. New 
fixtures add the final touch. 

But don’t get the impression that 
the largest portion of their trade is 
on replacements, for far the greater 
share is sold for new buildings. 
Murphy Brothers contact the pros- 


pects for fixtures just as they do the 
prospective buyer of builders’ hard- 
ware, and often figure on both jobs 
at the same time. Other buyers no- 
tice the display in the store, for it 
hangs in a conspicuous location, and 
they are able to inspect them closely 
and pick out the styles that meet 
their fancy with ease. Only one 
sample of each fixture is displayed 
on the main floor. The reserve stock 
is carried on the second floor. 

The fixtures are all priced in- 
stalled. The firm does not keep elec- 
tricians on the payroll but contracts 
with outside firms to install them at 
a flat charge. This plan has worked 

(Continued on page 89) 
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New Goods to Sell 


All Washing Operations 


The Triplex Model D provides equip- 
ment for the washing, bluing, rinsing 
and wringing of clothes without addi- 
tional tubs or other equipment. The 








Triplex extractor replaces the wringer. 
An automatic pump carries off the 
water as reguired. Triplex Washing 
Machine Corp., 2403 N. Oakley Ave., 
Chicago. 


A Different Percolator 


This percolator is different. The cof- 
fee pot can be lifted off the heating 
element. The pot also is divided into 
two compartments. The water is heated 
in one and when hot slowly overflows 
the coffee in the top to the coffee com- 








partment. When this happens, the heat 
is cut off. Coffee never boils. Fast as 
other percolators. Water passes through 
ground coffee only once. Armstrong 
Elec. & Mfg. Co., 522 Fifth Ave., New 
York City. 


A. B. C. New Prices 


Reduction of $10 and $25 are an- 
nounced on two most popular A.B.C. 
models, due to production economies 
growing out of large volume. A new 
factory unit of 60,000 square feet of 
floor space also contributed to these 
economies. The A.B.C. spinner (model 
60) now lists at $165 instead of $175. 
The Companion (model 55) is reduced 
from $160 to $135. The Companion gas 
engine model now lists $135 plus $27.50 
for engine. 





New Conlon Washer 








The new Conlon model 99 washer is 
available in both electric and gas en- 
gine types. It is more of a refinement of 
previous models than a radically new 
one. Sold under guarantee of the 99 
parts and with full rebuilding if 
needed within ten years at nominal 
cost. Merchandising campaign for all 
dealers. The Conlon Corp., Fifth-sec- 
ond Ave. and Nineteenth St., Chicago. 





New Decker Model 

















This copper tub washer is designed 
with a special view of unity of parts. 
It can be disassembled in five minutes 
into five unit parts—wringer and 
wringer gearhead, tub, enclosed me- 
chanical unit, hydrotator and chassis. 
Special drainage pitch for removing 
water. Hydrotator of non-corrosive sil- 
icon aluminum alloy, triangular shaft 
averts wrapping of clothing. Quarter 
hp. motor and gas engine interchange- 
able. L. M. Decker Co., Omaha, Neb. 


Utility Cleaner and Sprayer 


This newest addition to the Royal 
line was designed for garage use, such 
as repairing paint job, oiling springs 
and the like but is in demand for farm- 
ers in such operations as rust proofing, 
poultry house spraying, and in facto- 





ries where there is cleaning and spray 
painting. Comes equipped with shoulder 
straps and carrying handle. Cleaner 
with hand tools and insecticide jar sells 
for $49.50, spray gun and extra jar $4, 
four piece set of floor cleaning tools 
$10. P. A. Geyer Co., Cleveland, O. 





Cooker Jug 


The Cooker Jug is the electric fire- 
less cooker in a new and handy form. 
It is designed to carry with you on an 
outing and from it you can serve a 
complete hot meal. The description 


says—it roasts, bakes, stews, 


boils, 





steams, fries in deep fat, pops corn, 
sterilizes, freezes and acts as food con- 
tainer to keep contents either hot or 
cold. Not all these things at once, of 
course. Edison Electric Appliance Co., 
5600 West Taylor, Chicago. 





Hotpoint Low Priced Line 


Hotpoint announces three additions 
to the low priced quality line. The Re- 
liable heating pad is 11 by 14 in. Con- 
tains standard thermostatic control and 
three-foot heat switch and has eider- 
down cover. Retails for $5.96. The 
Riviera toaster is nickel finish, two 
slices, rated at 625 watts, open coil unit 
and attractive design. Retails for $3.95. 
The Villa Hedlite heater combines 
many of the qualities of higher priced 
heaters with $4.95 price. Aristook gray 
finish, cool handle and removable guard. 
Edison Electric Appliance Co., 5600 
West Taylor, Chicago. 
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te 
Electrical ir Appliances 


This nationally known line has become a Synonym for Electric Appliances of Quality and Dependability obtain- 
able at prices within the reach of all. 

The millions of STAR-Rite appliancesin daily use, and the satisfaction they are rendering in many thousands of 
homes are the best testimonials we can offer as to why you can stock and sell them with satisfaction to your cus- 
tomers and profitsto yourself. Only the highest type of workmanship and the very best of materials are used in the 
construction of STAR-Rite appliances, while rigid inspection insures efficient and lasting service. 





















The popular iron with the heat indicator. 
Eliminates every chance in waffie making. 
Aluminum grids—no greasing—a beautiful 
and practicaliron. $15. Other models $9.00 up. 






















AbeautifulurninGreciandesign-creamer, 
sugar and tray. Gleaming nickel plated 
over copper-silver lined-handles either 
Black Bakelite or colored. When urn has 


colored handles Tray center corresponds. 


7 Cup Size $25.00 
9Cup Size 27.50 











iw 
Reversible model with non-heating turning 
handles. Attractively engraved, finished in 
sparkling nickel over coppe?. Black Bakelite 
or color trim. Detachable cord with sepa- 
rable plug. 3 ; me $4.50 


A powerful suction cleaner that removes all 
dirt and dust,as well as surface litter. Widely 
used in automobile show rooms toclean car 
upholstery. Weight 234 Ibs. 24 feet of cord. 
Complete with extension handle. $15.00 









10inch oscillating fan withthreespeed switch, 
heavy blade guard and felt padded base. Oper- 
ates noiselessly at any speed. Furnished in 
all nickel, allivory or black and brass, $13.50 













THE FITZGERALD MANUFA 


TORRINGTON, CONNECTICUT 















Furnished with oven thermometer; or in 
semi-automatic type with oven tempera- 
ture control; orin full automatic type with 
temperature control plus a time clock. 
Finishes: gray porcelain enamel with 
white enamel trim. Other colors on re- 
quest.Also black japan with whiteenamel 
trim. Floor space 39’’x27"’. Height 48’. 

$85.00 to $185.00 





For keeping the air pure and fresh — and 
for eliminating greasy fumes of kitchen 
cooking. Durable, efficient motor, practi- 
cally noiseless in operation. Sheet steel 
frame, dull gray finish, with beaded edges; 
14” high, adjustable for windows 24’’to 34” 
wide. Furnished with pull switch, cord 
and two-piece plug. $17.50 


A complete table cooking service. 9 sepa- 
rate pieces. All utensils nesting com- 
pactly into the grill itself. Finished in 
sparkling nickel. Height 8”, width 9”, 
13’ overall. a : $5.95 
















Built for good ironing. Heel rest. New 
and improved mica element assures long 
and satisfactory service. Slender,pointed 
tip permits getting into ruffles and laces 


smoothly. R e . $3.95 
















An absolute household necessity. Makes 
mayonnaise, whips eggs and cream,mixes 
drinks and light batter. Motor and agita- 
tor may be adjusted to various heights 
and angles for use with larger bowls or 
containers if desired, $10.00 









Adjustable reflector, 14” in diameter. De- 
tachable guard, substantially built of cop- 
perwire. Nichrome cone-shaped heating 
element of Edison screwbase type. 9-foot 
cord with detachable plug. 17” high. $6.50 


CTURING CO. 
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New Goods to Sell 


Electric Egg Cooker 


You do not have to count the time on 
this egg cooker. So much water for so 
many eggs and then the heat quits. 
Very decorative for table use and also 





is sold with egg cups of same color and 
design. Same method used in very at- 
tractive bottle warmer. Display table 
for live merchandisers. Hankscraft 
Co., Madison, Wis. 





Portable Dinette Range 


The Hotpoint product is a miniature 
range that can be carried around— 
only 21 pounds shipping weight. Over- 
all size 14% by 20% by 15 in. Oven 





opens from top and has 1% gal. capac- 
ity and is built on electric fireless 
cooker design. Hot plate is ample. Op- 
erates from wall socket. Edison Elec- 
tric Appliance Co., 5600 West Taylor, 
Chicago. 





Corn Popper 


This popper is said to heat evenly 
and pop the corn quickly. The heating 
element and popper compartment are 
separate to enable use of salt and but- 





ter and to facilitate emptying. Knob 
on top operates stirer. Rust proof alu- 
minum body, always cool ebonized han- 
dle. Red and black cord. Landers, 
Frary & Clark, New Britain, Conn. 


The New One Minute 





- 


One Minute Model 29 Washer has 
many refinements such as Armglaco 
tub, convenient starting and stopping 
button, non-porous agitator, extremely 
quiet gear assembly and especially good 
appearance. Designed and manufac- 
tured with minimum of service calls in 
— One Minute Mfg. Co., Newton, 
owa. 


Electric Clocks 





Electric clocks are becoming very 
popular. People do not have to remem- 
ber to wind them and they are remark- 
ably accurate. Some hardware dealers 
are finding ready sales. The Lansdown 
model shown above is one of many of- 
fered by Kodel Electric and Manufac- 
turing Co., Cincinnati. The company 
has an aggressive merchandising cam- 
paign for dealers. 


Chromium Plated Line 


The Universal chromium plated line 
is described in a six page addition to 
the catalogue. Twelve items of sepa- 
rate percolators and sets are included. 
The illustration is a Fontaine pattern 





urn set with ivory antique trim and 
blue and silver cord. The advantage of 
chromium plate is that it does not re- 
quire polishing to present a bright sur- 
face. Landers, Frary & Clark, New 
Britain, Conn. 





Germproof Cleaners 


The addition of a medical chamber 
in the Royal line of cleaners does not 
in any way affect their cleaning quali- 
ties but is said to 
make a big differ- 
ence in the treat- 
ment of the dust 
collected. The 
medical chamber 
contains a power- 
ful but pleasant 
smelling vapor 
and the air is 
drawn through 
this to the fan 
chamber and 
there mixed with 
the dust and, ac- 
cording to bacte- 
riologists, kills 
many of the dis- 
ease carrying 
germs that may 5 
be picked up. This chamber is a 
feature of the Royal Purifier, the 
Super Royal cleaner and the Royal 
Princess, a new model said to be excep- 
tionally light, handy and efficient. The 
suggested price of the Purifier is $70, 
Super $57.50, and Princess $39.50. 








Latest in Handle Caps 


This new handle 
cap is bakelite in 
many colors. De- 
signed as finger fit- 
ting to facilitate 
inserting and with- 
drawing. Over- 
comes many pre- 
vious handicaps. 
Beaver Mfg. Co., 
Newark, N. J. 
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A SOUND BASIS 
FOR SUCCESS 


HIGH QUALITY! Sound engineering. A proved 
design—with improvements. Refinements in audio 
amplification ... where Day-Fan has achieved notable 
success. The best of materials. Fine workmanship. 
Resulting in performance that is BRILLIANT: glori- 
ously beautiful tone—hum-free . . . wonderful respon- 
siveness to tuning or to volume adjustment. 


Stabilized quality—models good for a year of selling. 
Prices from $115.00 to $225.00 (less tubes). Charm- 
ing walnut console and table models. Write, before 
your territory is closed. 

1507 WISCONSIN BOULEVARD 
Day-Fan Electric Co. Dayton, Ohio 
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A brand-new product bearing this name 
that has meant so much in the radio field. 
. . . Ray-O-Vac Radio Tubes! Every 
type, for every set-—and backed by Ray- 
O-Vac reputation. Ask your jobber. 


RAY-O-VAC 
RADIO TUBES 























Brand 


Confidence in Phampion, 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 





140 Maple St., DanVers 
Mass. 


“Licensed under the General Elec- 
tric Company’s Incandescent Lamp 
Patents.” 




















) such outstanding quality 
at a moderate price! 





il APPLICATIONS for DEALERSHIP should be made prompt! 
|| to THE FREDERICK CO., 100 West Monroe Bldg., Chicago. Ili. 

















Another Popular New Item in 


"PYREX Ovenware 


One of the latest PYREX Oven- 
ware items. Utility Bowl No. 
824. Cover for No. 624 Round 
Casserole fits this bowl. Order 
through your jobber. No. 624 
Casserole Cover EXTRA. 











CORNING GLASS WORKS 


CORNING, N. Y. 
*T. M. Reg. U.S. Pat. Off. 
























One Utility’s Attitude 


OOPERATION between the merchandising de- 
partment of a light and power company and re- 
tail merchants was once a rare situation. Now 

it is coming to be more or less commonplace. There 
are still communities where the merchandising man of 
the light and power company believes that it is his job 
to sell as many appliances (and perhaps other merchan- 
dise) as he can regardless of methods and of the dis- 
turbance of local merchandising conditions. But these 
cases of ruthless selling practices are found less often 


than formerly. 

If the merchandising manager of the light and power 
company in your community is that sort, we suggest 
that you show to him “The Declaration of Merchandis- 
ing Policies’ printed below. The Edison Electric 
Illuminating Co. of Boston has reached the position 
indicated in this statement through a period of experi- 
ments. During this time, the company has tested out 
the selling power of the regular retail outlets and has 
come to realize that the utility company, despite its 
several stores and considerable advertising, cannot do 


the selling job alone. 

If your local utility merchandise manager is one of 
the type who thinks he can do this job better himself 
than the retail merchants of the town; or one of those 
who believes that he is a competitor of all of the mer- 
chants in the city; or that he is a better merchandiser 
than the average retail merchant of his community, we 
suggest that you persuade him to write to the merchan- 
dising department of the Boston company that he may 
learn by their experiments. 


A DECLARATION OF 
MERCHANDISING POLICIES 
We believe: 

That the public must and will be served, and that the 
best public service can come only from a united indus- 
try composed of the Dealers, Jobbers, Manufacturers, 
and Utility. 

That an organized effort by the entire electrical in- 
dustry is essential, if the maximum amount of business 
is to accrue to each group, and a fair share of the 
buying power of the public is to be obtained. 

That it is the Utility’s duty, in addition to supplying 
quality service at a fair price, to assume the leadership 
in the sale of quality appliances. at established retail 
prices, and to adhere to ethical, constructive merchan- 
dising methods on a basis that will encourage the ac- 
tivity of all legitimate retailers. 

That it is our duty to instruct the public in the proper 
use of appliances, to do the pioneering work in open- 
ing markets for new appliances, and to cooperate with 
the dealers by executing and financing constructive, edu- 
cational selling and advertising campaigns. 

That the Manufacturers and Jobbers can render 
their best service by supplying merchandise of unques- 
tionable quality at a price which will permit the dealer 
a legitimate profit. 

That Merchants and Dealers can and should retail 
appliances at prices fair to themselves and the public 
by those methods which have been found to be sound 
by successful retailers. 

The Edison Electric Illuminating Company of Boston 
will continue: 

To encourage the appliance retailers in its territory 
in every possible way to sell apppliances ethically at 
established retail prices. 

To hold to the above policies which it believes to be 
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right, but to be ready to discuss at all times any prob- 
lems which may arise, and to view them with an open 
mind so that they may be solved in a way of mutual 
benefit. 
THE EDISON ELECTRIC ILLUMINATING COMPANY 
OF BOSTON. 

All advertising of the Boston company now advises 
the public to buy “of your neighborhood dealer.” The 
company makes it a point to stock and advertise stan- 
dard appliances that find favor with local merchants. 
Also they are ready and willing at any time to advise 
merchants about new lines to help them to avoid the 
sub-standard appliances that give the purchaser more 
trouble than satisfaction and do not make for repeat 
purchases. 





This declaration by the Boston company is closely in 
line with practices suggested by the National Electric 
Light Association for all member companies. These 
recommendations were frequently referred to at the 
recent convention of the association and were, in fact, 
the foundation of all of the talks and suggestions made 
in the merchandising sessions of the convention. 

The industry leaders realize that an increased num- 
ber of reputable retailers of appliances will mean 
greater sales and the company will supply the current 
regardless of who sells the equipment. 

This code is daily gaining in the conduct of the 
various power companies and is making for better and 
cleaner competition for independent merchants. There 
are, of course, many merchandisers and heads of local 
power companies who are not yet familiar with these 
suggestions and it might be a good move for the hard- 
ware merchants of the community to bring about dis- 
cussion of them. The suggestions are: 

Since it is consistent with the Power Company in- 
terest in broadening the market for its Service to 
encourage established outlets engaged in the sale of 
electrical merchandise, we suggest the following sell- 
ing standards: 


1. The general sale of electric devices at margins com- 
mensurate with the cost of selling is the only sound mer- 
chandise practice, and is conducive to constructive building 
in the appliance merchandising field. 

2. When combination sales are advisable, adequate mar- 
gins should govern selling prices. Only the “true value” 
of articles should be stated in the advertising. 

8. Deferred payments in connection with the sale of all 
merchandise is universal practice, and is accepted by sound 
financial authority and favored by the public. A period 
not exceeding eighteen (18) months is recommended as 
maximum time allowance for load-building devices in the 
pioneering stage; and a period not exceeding fifteen (15) 
months for financing motor-driven devices having general 
public acceptance. Relatively shorter terms, on a self-sup- 
porting basis, should be extended on items selling for less 
than $25.00. A carrying charge for financing service 
should be made in all cases, and an initial payment be re- 
quired large enough to constitute a sale. 

4. The Power Company is in the merchandising business 
for the promotion of devices which constitute a medium of 
electric service. There are kindred lines to merchandise, 
which are naturally used in conjunction with the appliances, 
but we suggest it is not desirable for the Merchandising 
Department of the Power Company to engage generally in 
the direct sale of non-electric devices. 

5. We recommend an adequate classification of Merchan- 
dising Accounts by our Association. 

C. E. GREENWOOD, Chairman. 
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THE BH 


RECTIFYING 
TUBE 
IS A STEADY SELLER 





Eveready Raytheon BH Rectifying Tube— 
standard for “RB” Power Units 
5 m.a., 300 volts 


EVEREADY 
RAYTHEON BH 


MILLIONS of “B”-eliminators have been sold 
in the past few years. The majority were 
designed and built for the BH rectifying tube 
. . and when replacements are necessary, it 
is a BH tube that these customers want. 
Always keep at least one full carton of 
Eveready Raytheon BH Tubes on hand. Tell 
your customers what a great difference in 
reception a new rectifying tube will make. 
The market for these tubes is enormous! 


NATIONAL CARBON COMPANY, INC. 
New York, N. Y. 
Branches: Chicago New York 


Kansas City San Francisco 


Unit of Union Carbide | ° |. & and Carbon Corporation 
Healt ; 


EVEREADY 


_RAYTHEON — 

















Electric Items 
Win Votes for 
Display Award 


(Continued from page 71) 


Aubuchon says, “try to save on store 
lights. They tell me that I have a 
well lighted store and ask how much 
it costs me per month and then some 
of them gasp. We have found that 
lighting is a great asset, that the 
merchandise is more attractive un- 
der proper lighting and not so at- 
tractive under poor lighting. Our 
average bill is $200 a month and in 
the winter months about $300. This 
I know is reasonable for our cus- 
tomers prove it pays.” 

The Central Hardware Store does 
not do any installation work and has 
no repair department. Mr. Aubu- 
chon believes that a store which ca- 
ters to the trade of contractors 
should not in any way seek to supply 
a service which should be -theirs. 
“We sell it and they install it,” is 
the way he put it. This policy has 
built a friendly feeling between the 
builders and contractors and the 
store which, in increased trade, 
more than makes up for any revenue 
which might be lost. 

When electrical goods, plumbing 
or any other manufacturer sends 
printed matter with orders, he need 
have no fear that it will go into the 
ash can. Circulars prepared by 
manufacturers, according to Mr. Au- 
buchon, cost money and are usually 
of a high order of printing and ap- 
peal—better, he admits, than he 
could prepare. He finds a good use 
for them. The circulars are sent out 
each month with the statements. Re- 
sponses of customers to this form of 
direct mail advertising is encourag- 
ing, he said, for people inquire for 
the particular merchandise. 

In the electrical department alone, 
sales increased about 25 per cent in 
the month following completion of 
the new double decked show win- 
dows. Other departments increased 


from 10 to 20 per cent. 
Mr. Aubuchon says, “The stand- 
ard hardware department is still, 
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The tool section attracted much attention because of the large propor- 
tion of electrically driven equipment 


and always will be, the biggest de- 
partment of our stores. We are pri- 
marily hardware dealers. But every 
additional department brings in a 
customer who, besides finding the 
thing he wanted, finds other things, 
too. We are averaging an increase 
in business of between 10 to 15 per 
cent each year. I am convinced that 
our business would be only one-half 
of what it is now if we did not have 
complete lines in our electrical and 
plumbing departments. We have an 
average of 800 charge customers a 
month, sometimes increasing to 
1200, coming from a 20-mile radius, 
the majority in the city. From 600 
to 750 customers pass’ through our 
doors each day, giving us sales, ex- 
clusive of charge customers, of about 
$5,000 a day. Realizing that the 
population of the city, about 42,000, 
is augmented by a trading territory 
of about 150,000, we are always look- 
ing ahead, seeking their business.” 

Mr. Aubuchon has been in the 
business for 20 years, leaving a posi- 
tion as a drug clerk to buy a hard- 
ware store in the Cleghorn district. 
His net sales the first year were 
$4,500—his parents gave him room 
and board free. The Central Hard- 
ware Store is approximately 15 
times as large as it was when he 
opened it. John B. and Arthur Au- 
buchon, brothers, are the other part- 
ners, and Fred Sontag is manager 
of the store. All are members of 
their Chamber of Commerce and 
trade associations. 








The Wise Mother 
By P. K. D. 


HERE once was a lady—or so 
I’ve been told. 

Who did her own work, but refused 
to grow old, 

So she did all her tasks by electrical 
means 

Employing a host of domestic ma- 
chines 

In place of those servants with legs 
and with arms 

(But hopelessly lacking in brains 
and in charms.) 

Three daughters had she, and when 
each of them wed 

She took them one side, and she 
tenderly said, 

“If you’d keep your looks, why then 
my advice is, 

To do all your work with electric de- 
vices, f 

Thus saving your arms and your back 
and your knees 

And running your home with most 
consummate ease.” 

So disdaining traditions of silver and 
silk 

She gave her girls washers and 
things of that ilk, 

She gave them the gift of electricity 

For she knew it would make of 
domesticity 

An easier lot for a spirited lass 

Than china or linen or pewter or 
glass. 
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Many People Are Changing Fixtures 


to the satisfaction of the electrician 
and the store. If the purchaser ex- 
presses the desire to do the installa- 
tion himself, he is allowed the cost 
of hanging. In fairness, we want to 
say that the public utility companies 
do not carry fixtures in Galesburg, 
but there is, of course, competition 
from other sources. 

Business in the portable lamp de- 
partment is rather seasonable, ac- 
cording to Mr. Murphy. Some lamps 
are sold, of course, during the “off” 
season, but the majority of the lamp 
sales are made during the Yuletide 
season and throughout the month of 
June, when they make very desira- 
ble Christmas, wedding or “shower” 
gifts. Small table or boudoir lamps 
enjoy a good sale for use as card 
party prizes. Elaborate, exclusive 
models of table and floor lamps in 
the expensive class are active at 
Christmas time. 

In Murphy Brothers’ store the 
stock of fixtures, including lamps, 


C 








Hygrade lamps. 


size. 


please’. 
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Not only this—it also gives the price 
and shows a stock of at least six of each 


All the customer has to do is to make 
his choice and say “Wrap them up, 


GENERAL OFFICE 


(Continued from page 81) 


will average around $2,500, and the 
turnover is very _ satisfactory, 
amounting to a good lump sum at 
the end of each year. The writer 
was impressed by the very conserva- 
tive prices for good looking fixtures. 
Mass production and improved 
methods have effected big savings in 
recent years. We think the average 
person would be just as surprised as 
we were to learn of the very reason- 
able prices prevailing on fixtures at 
present. Taking all things into con- 
sideration, and especially the fact 
that hardware dealers are currently 
interested in new, profitable lines, it 
would appear that this line would 
offer fine possibilities, providing 
local conditions were also favorable. 

The fixture business is, of course, 
closely linked with the incandescent 
lamp business and each is helpful to 
the other. Lamps are a frequent pur- 
chase, and in the Murphy store there 
is the constant suggestion of newer 
and more beautiful fixtures to the 
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Nothing To Do But Wrap Them Up 
Hygrade Merchantman, Jr. makes the Sale 


The Hygrade Merchantman, Jr.,—on a small bit of 
your counter—displays in an attrrctive manner the 
best selling types and most popular sizes of 


HYGRADE LAMP CO 
SALEM Mass 


Licensed under General Electric Company’s Incandescent Lamp Patents 


AND FACTORY 


— 


lamp purchaser. Also the sale of 
lamps with fixtures is a considerable 
business. 

H. N. and C. H. Murphy are the 
Murphy Brothers. For 42 years they 
have operated under the firm name 
of Murphy Brothers at the same lo- 
cation, 310 East Main Street, Gales- 
burg, Ill., now a city of 24,000. 
Their experience in selling electric 
fixtures extends over a good share 
of the two-score years of the firm’s 
business history. While they may be 
old in length of hardware service, 
they are certainly young with their 


progressive ideas and aggressive. 
methods, as this résumé of their ac- 
tivities in electric fixtures’ will 
testify. 





PLAIN LOGIC 


First Darky—What fo’ you name yo’ 
baby “Electricity,” Mose? 

Second Darky—Well, mah name am 
Mose, and mah wife’s name am Dinah, 
and if Dinahmose don’t make electric- 
ity, what does dey make?—Open Road. 
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SOLD BY JOBBERS 
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Merchantman, Jr., cardboard —in 
imitation mahogany. $1.00 delivered, 
Merchantman, Sr., wood $4.00 de- 


liver 


Send for circular. 
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LLIGATOI 


he famous name ta belt lacing 


For nearly twenty years, the name 
Alligator Steel Belt Lacing has meant 
—extreme strength; serviceability; 
easy, rapid application. It has meant 
a dee, smooth, separable joint; 
protection of belt ends in a clinched 
grip of steel; uniformity of steel used and 
of finished product. Every point desir- 
able. Genuine Alligator Steel Belt Lacing has them all. 
Investigate the little Handy Packages. Order through your jobber. 


FLEXIBLE STEEL LACING CO. ¢ 
4616 Lexington St., Chicago 
In England at 135 Finsbury Pavement. London, E. C. 2 





. 














































box cover, and the familiar Alligator stamped on the lacing 














Hexa- 


Superior 
gonal Netting, 
thoroughly gal- 
vanized, is a rec- 
ognized standard. 
Woven evenly and 
unrolls in a 
straight line. The 
best costs no 
more. 


The Netting with the 
Rooster Label 


G. Fi Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 


BRAND 





FORSTNER 
Labor Saving 


AUGER BIT 


Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true ge surface. T 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 











Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For example, on pages 7 to 79 it indicates by the key 
numbers 17 and 18 which hardware wholesalers handle 
“electrical household specialties’ and “electrical sup- 
plies,” respectively. 

Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

Department Stores carrying hardware and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer’s sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
current edition. 

It really is 16 directories in one. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
4 239 W. 39th St. New York, N. Y. 
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Cutlery Buyers!!! 


Unreserved Sale of 


15,000 Dozen 
(180,000) 


Famous “Electric” Brand 
Highest Quality Pocket Knives 


Jacks—Pens—Stock Knives 


Also 1000 Sets “Electric” Stainless Tables 
By Order Electric Cutlery Co., Walden, N. Y. 





Sale 11 a.m., Tuesday, August 20th 
At Our Salesrooms 


E. Bissell & Co. 


Wholesale Auctioneers 
133-135 Greene St., New York City 


Pocket knives will be sold in case lots of 50 doz. 
each and upwards. 


Any further information desired can be had upon 
request to auctioneer 














Bommer 
Spring Hinges 














yp Ire Oo 
‘e) 
are re) Go are 
the best | o the best 
i] I 

















Millions 
and Millions 


of People are Pushing 


Them 


whenever they epen a door 
Fellow the line of least resistance 


BommerP aiways 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 




















The Wolves of Lenox 
hunt in packs]! 


Absolutely uniform in strength and 
quality—alike in matchless performance 
—these Wolves of Lenox hack saw 
blades are sweeping to national popular- 
ity 

"jaweetvely packaged—well adver- 
tised—backed by a sales plan that in- 
sures a favorable introduction and steady 
repeat business. 

Let us give you the details of this 
helpful dealer plan. 


AMERICAN SAW & Mrc. CoMPANy 
———— Mass. 


css SS se 
wee 
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A Saw That Sells! 


pea gl 5 those features of SAT original electric hand 
as those features o FETY, SPEED, PO 4 

ACCURACY. DURAB ee ree 
ITY and PORTABIL Ty { 
in sawing that apneal 
to your customers. SKIL- 
SAW—the “best seller”— 
gives you a quick turn- 
over—5 TIMES a vear: 
That’s why it pays vou to 
get acanainted with 
SKILSAW. 























SKILSAW performs 
any operation in 
sawing wood. It 
will prove to be a 
profitable and eco- 

nomical saw for 
your customers. 

SKILSAW is made 
in FOUR. sizes; 

that means FOUR 







models to sell—and 
there are profits for 
you in every model. 
Get your share— 
other dealers are do- 


SKILSAW ie 


Dept. G 
3317 Elston Ave. 
Chieago, II. 





Write today for information about our three-machine 
display stand. It will help you to sell— 


SKILSAW 
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A box chock 
full of friend- 
ship for your 
store. 








How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence. 


Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 





Millers Falls Plane Cutters 


Do you keep a stock of Cutting Edges as well 
as Planes? 

Some interesting and worth-while facts about 
Millers Falls Cutting Edges will appear in the 
July 18th issue of Hardware Age. Be sure and 
look for them. 


MILLERS FALLS COMPANY 
Millers Falls, Mass. 
New York: 28 Warren St. Chicago: 9 So. Clinton St. 

















WRENCHES 


Designed especially for 


DIAMOND 


Drop forged from high 
grade tool steel— 
carefully hardened and 
drawn in oil. Diamond 
adjustable wrenches 
are the most com- 
plete line made—in 
eleven sizes — single 
and double end—full 
or semi-polished. 





made to fit the grip. 
A Diamond Wrench 
for every purpose. A 
Life Insurance Policy 
with every wrench. 

Write for catalog and 
dealer helps—display 
boards—circulars, etc. 











Banks Removable Steel Clothes Posts 


will make Wash Day easier for the 
housewife—a big seller at leading 
Hardware and Department stores. 
The “Ace of Clubs Shaped Top” 4 
our Trade Mark is Parkerized * 
making it absolutely rust-proof— 


If your dealer or jobber can’t sup- sewant oF 
ply—write for descriptive folder. % 


BANKS STEEL POST CO. 
128 Wakeman Ave., Newark, N. J. 


Also Manufacturers of Removable 
Flag Poles 


Look for the ace of clubs 
our Trade Mark 

















| Light as a feather 
for line work, 
this popular, easy 
reading level is al- 
waysin demand. 


Starrett 
No. 108 
Aluminum 
Line Level 


Sell Starrett Ic 








DIAMOND DULUTH 
Calk Horseshoe 4622 Grand Ave. 

COMPANY - MINN. - 

| RENNER oe a TREE ee 





SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
"There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS~ COTTON TWINES 


Send for catalogue, samples and selling information 





Now, More Than Ever Before 


it is essential that you study your 
Market Report carefully and con- 
sistently. Every important price 
change in the trade is in 
these columns weekly. 


The MARKET REPORTS as found 
in HARDWARE AGE are the most 
authentic published. 


Use them as a buying guide. 
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PAINE 


SPRING WING TOGG 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow mi- 
terial. 


The SPRING Does It 


Catalogued and stocked by a 
majority of the Hardware, 
Electrical, and Plumbing 
Jobbers of the country. 
Samples and prices on re- 
quest. 


2951 Carroll Ave., Chicago, Ill 


The Paine Company 79 Barelay St., New York, N. Y 











MASTER PLIERS 


Unbreakable—Guaranteed 


4 k-~ powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 

Investigate the sales possibilities 
of Master Pliers. Order from your 
jobber. 






MASTER 
PLIER CORPORATION 


7328 Harrison Street, Forest Park, Illinois 



















ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 
Home of the Worlds Finest Steel 
A A.A 


Sponsored by 
JOHANESON, WALES 
& SPARRE, INC. 

importers 
162 Chambers St., 

New York City 
Tel.: BARelay 0844 








Decorative 
Moore Push-Pins 
To “Hang Up Things” 


are steady sellers 
wherever displayed 










3 sizes, 6 colors, Gilt Decorations 





Our Style ‘“‘W” Assortment contains 
48 10c. blocks. Attractive Discounts. 


MOORE PUSH-PIN COMPANY 


Wayne Junction, Philadelphia 

















_/ PITTSBURGH 
| 227 Products 


juer - Brushes 





PITTSBURGH PLATE GLASS CO. 


Newark, N. J., Portland, Ore., Los Angeles, Cal. 












Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
i Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
8. 





The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
Qnest quality of materials. 

We stand back of every tool we make. Try us 

Write for Catalog. 


Oo. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


























Armstrong Bros. Adjustable Pipe Dies 


Made of Special Vanadium Tool Steel, these dies incorporate every desirable 
feature: Correct Cutting Angle or Rake; ‘‘Backed Off’’ Chasers or Cutting 
Teeth; Correct Throat Angle; and Ample Chip Clearance. Cut faster, 
easier and cleaner and back off smoothly without jamming or tearing. 
Try a pair and you will use no others. Fit all standard stocks of 
the Adjustable type. 

WRITE FOR CATALOG P-10 


ARMSTRONG BROTHERS TOOL COMPANY 


“The Tool Holder People” 
314 N. Francisco Avenue Chicago, U. S. A. 














Cash Business 
in small wares 


The real profit in hardware 
retailing today lies in mer- 
chandising small wares. Small 
wares increase your cash busi- 
ness and that’s where the real 
profit is. Display them on 
Heller Merchandising Tables. 
The tables will pay for themselves. Even though you have 
not made much money in the past you can afford to install 
these Heller business-building tables. Write today! Let 
us show you how to make more money! 


owio TEE LLER ....2: 


To get full information on Heller W. C. Heller & Co. 
— simply tear out this ad, 799 Bryant St., Montpelier, Ohio 


i 
} age a. yg ty Seat New York Office, 20 Vesey St. 
2-A 


terhead and mail. Suite 500 7 
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Classified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


Positions Wanted Advertisements 
50% off rates quoted 





Address your pe ay and replies to 





Set Solid, Minimum of 5 lines. 
Each additional line 


All Capitals, Minimum of 5 lines. . 
Each additienal line 


Average 10 words to a line 
Allow One Line for Keyed Address 
Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 





Remittance Must Accompany Order 


be addressed to 





Hardware Age ssified Opper- 
tunities, 230° West S0th St.’ hew 


Discounts for Classified Advertising York City 
4 insertions, 10% yer 8 insertions, 15% 
° 





Harpwars Acs is published each Thursday. 
Forms close Nine Days previous to date ef 
publication. 








BUSINESS OPPORTUNITIES 


| 


POSITIONS WANTED 





OLD ESTABLISHED Hardware, Plumbing and Heating _ business. 
Located in Central New York. A clean stock which will invoice about 
seventeen thousand five hundred dollars. A two-story brick building. The 
first time this store has been offered for sale. An investment worth inves- 
tigating. Address Box I-438, care of HARDWARE AGE, New York City. 





WANTED-—Sales supervisor, hardware experience, able to invest Five 
Thousand Dollars at once. Growing concern, producing a garden tool hav- 
ing unlimited potential sales. For prompt action, one-half interest avail- 
able on ground floor basis. Must be a live wire. Fullest investigation 
— and expected. William Mullen, 382 Wood Street, New Bedford, 
Mass. 





WILL PAY CASH for Good Paying General Hardware Store in New 
York City, or within twenty-five miles of New York. Give all particulars 
including reason for selling, _ rent, etc. Address Box I-439, care of 
Harpware Ace, New York 





WILL PURCHASE for cash, small or large quantities of Electric 
Washers, Ironers or meyer Any make, model, or condition. Give full 


details, lowest cash price, 
CLAUSS ELECTRIC SERVICE, Inc., Cincinnati, Ohio 





POSITIONS WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 
MALE AND FEMALE 


BVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WHREKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 














OPEN FOR POSITION SEPT. 1.—Hardware man 24 years’ experience 
started as boy, am now in the Co. Can fill any position in a retail hard- 
ware store from manager or buyer to department head. Also read plans 
and specifications. So if there is a lumber yard opening up a hardware 
branch, can fill that position perfectly; 43 years old, good mixer and can 
get business. Best reterences. Address Box I-440, care of HARDWARE AGE, 
New York City. 











HARDWARE MAN, THOROUGHLY EXPERIENCED in general and 
builders hardware. Understand merchandising management and modern 
sales methods. Would like connection with owner where efforts of expan- 
sion and sales increase are appreciated and where an active interest can be 
—— should conditions be satisfactory. Address Box I-433, care of 

ARDWARE AGE, New York City. 





SALES ACCOUNTS WANTED 





SALES ORGANIZATION consistently covering the Hardware Trade in 
New England, New York, New Jersey, Pennsylvania, Maryland, and Dela- 
ware would like to represent a reputable manufacturer of padlocks, butts, 
door closers or Mechanics Tools. Can secure immediate and continuous 
orders. Warehouse facilities in New York City. Address Box 1-443, care 
of Harpware AcE, New York City. 


SALES REPRESENTATIVES WANTED 


SALESMAN, COVERING NEW YORK AND NEW JERSEY, call- 
ing on stove and hardware dealers to sell on a straight commission, a 
manufactured line of Glebe stoves, wood and laundry, water fronts, stove 
castings, cesspools, slop hoppers, clean cut doors, water heaters, quoits 
and a large number of other articles that we manufacture. We have 
quite a number of good established accounts. Prefer a man with stove 
experience and must furnish reference. Address Box I-402, care of 
Harpware Ace, New York. 











SALESMEN WANTED—2 live wire salesmen to sell complete line 
of hardware in northeast and north central Pennsylvania. Must be ac- 
quainted with line and known on territory. Commission basis. Age and 
experience required. Address Box 1-428, care of Harpware Acz, New 


York. 











MANUFACTURER of harid forged mechanics.automobile and_plumbers 
tools wants‘salesmen to call on jobbing and retail trade. A profitable line 
for a real salesman. Will give drawing account against commissions. 
Write giving full particulars. Address Box I-441, care of HARDWARE 
AcE, New York City. 





SALESMEN WANTED for line of Ash Cans and Tinware. Must have 
following in the house-furnishing, hardware, and department store trade. 
Write line carried and territory covered. Commission. Address Box I-436, 
care of Harpware AcE, New York City. 





ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. lb. basis. Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 62 South Street, New York City 
(Foot of Wall St., and East River). 





WANTED SALES REPRESENTATIVE—Desirable item for Hardware 
Jobber Salesmen. Write stating ng terse eS covered and experience. - Address 
Box I-415, care of Hardware 





AN EXPERIENCED Builders Hardware salesman desires a position; 
references readily furnished, address Box I-434, care of HarDWARE AGE, 
New York City. 





COMMISSION SALESMEN IN EACH STATE for manufacturer ot 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acg, New York City. 








to handle. 





SIDE LINES FOR SALESMEN 
Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of 


reliable salesman to represent you. 


this paper and you’ll be reasonably sure to find s 
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‘o 


‘QUALITY 
SINCE 
1871 


IVER JOHNSON 


Revolvers, Single and Double Barrel Shot 
Guns, Rifles, Bicycles, Velocipedes and 
Juniorcycles. 


Write for our attractive dealer proposition 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


Chicago 
108 W. Lake St. 


It’s easier, more profitable and 
better in every way to sell a 
line that enjoys nation-wide 
popularity. 





New York 
151 Chambers St. 


San Francisco 
717 Market St. 





Screw Jacks 


Sell on Sight/ 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal . 


Templeton, Kenly & Co. 


EST.1899 


Chicago, Li. U: SAG 


im plex Lever Jacks, 
Pipe Pushers 
and Trench Braces | 
have been famous 
for Years 


——— ee 








STRATTON!!! 


GOOD 


For i ac 

U i- 

Obed ee, 4 WOOD 

B ing, both 

nebo? | HANDLES 
dried. Plain, or Enameled 


IN COLORS 
Stratton Mfg. Co.,Stratton, Maine 


R. MURPHY’S 


STAY-SHARP 


SLOYD 


and 
Manual 
Training 
Knives 











SUCH 
GOOD KNIVES 


to work with they have been 
standard in schools for 78 years. 
Profit by the sale of these excellent 
knives —and the entire R. MURPHY 
line, in your store. You will make friends. 
Write for complete catalog on Kitchen, Shoe, 
Oyster, etc., Knives. 

R. MURPHY’S SONS CO., Est. 1850, Ayer, Mass. 











Robertson “Horseshoe Magnet” Hammer 
a ee 


THE TACK 


























The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 


Name and design trade marks registered U. S. Pat. Off. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 





Two NECESSITIES In Every Garage 
Garage Door Bolt 


Specially designed for 
garages, factories, ware- 
houses and fire doors. 
Locks and unlocks top 
and bottom bolt with 
one turn of handle. 


Garage 
Door 
Holder 


Prevents accidents, broken headlights 
and bent up fenders. Operates by 
hand or foot. 


and further 
write today to 


—L Phenix Mfg. Co. 
No. 50 Holder No. 52 032 Center Street, Milwaukee, Wis. 








For prices information 














Known and Trusted 
for their unfailing 
accuracy— 


[BS 


BROWN & SHARPE 
y Mele) A 


“World's Standard of Accuracy” 


Soo 
LAN) 
\{ 

\\ 
y 








'S CUSHION TIRE 


STORE LADDERS 























































== PtH Insure perfect shelf service for any ~ 

-—+—J line of merchandise. Deep tread steps, hf 

ss — properly spaced, with convenient full yo) 
ie Say, length handholds on both sides of 7, 
<<" ladder permit mounting or descending / yy 
with ease. Both hands freetoremove /¥// 


or replace stock without danger of fall- 7 
Ing. Cushioned Tired Trolley and Truck Wheels elim- py 
inate noise and center vibration. Erection as simple / 
as A,B,C, Utilize small space. Make top shelves 
Safely available for stock posers. One style— 
neat of design—nicely finished —any height ceil- 
ing. Thousands in use. Circular on request. 


mE FE MYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 
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INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX is published as a convenience and not as @ part of the advertising contract. yery care will be taken to index corwectly. 
No allowances will be made for errors or failure to insert. 
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~ An Arch Punch 
That Stays KEEN 


Your customers’ “Green Line” Arch 
Punches will keep you in good 
standing. Not afraid of the 
hardest punching, they keep 
their keen cutting edge. Made 
from one piece of the toughest 
steel known— 


Mt KILBORN STEEL 


These punches are made in all 
sizes from %4” to 3” diameter. 
Finished in attractive green. 







We also make of unequalled 
special steels the best obtainable 
Saddler’s Punches and Metal 
Punches. 


The “Creen Line” 


includes Punches, Box Hooks, 
Drills, Cold Chisels, Screw 
— and many other quality 
tools. 


Send for 
and Prices. 


Complete Catalog 


THE KILBORN & BISHOP CO. 
196 Chapel Street, New Haven, Conn. 


Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. S. Pat. Office 
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CORBIN 


Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screw 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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A firm grip— 





on pipe, rod or shafting held in a vertical position is often 
a great convenience. This is only one of the many positions 
in which the pipe jaws of the NuTYP Vise can be instantly 
locked. 


The Oswego Tool Company, Oswego, N. Y. 
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MORE PROFITS 
for you / 


Nesco features will increase 
your oven business. More 







jue for your customers means 
more profits for you. Full tin lined-- 
double walls, asbestos insulated -- 
heat indicator--air circulation--heat 
deflector--two locks. Specify Nesco. 
Nationa ENAMELING AND 


Stampinc #Company, Inc. 
13 12th St. Milwaukee, Wis. 


NESCO 
OVENS 


The Nationally 
Advertised Trade Mark 









Slide Softly, Silently, Smoothly. 


Save Furniture, Carpets, Floors. 


Look for name inside each slide. 


“The Perfect Furniture Footwear” 


DOMES of SILENC 


At your Dealer 





21 Pearl St. 
New York 
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ADGER TIRES are one of the leading standard brands on the market. 

They are supplied to Dealers through Wholesale Distributors exclusively. 
Dealers interested in an unusually attractive and profitable line can obtain full 
particulars and name of nearest Badger Distributor by writing us. 


THE BADGER RUBBER WORKS, Milwaukee, Wisconsin 
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it Gatenges Compirison 
in omen Pred Maes 


Check the Midwest, point by point—compare it on 


Another Eclipse Hit! features—add to this, the Eclipse reputation for 
performance and you too will say that here is a Mower 


The new Midwest—A Mower of Standard that enables the Hardware Merchant to out-sell any 


Size. competition. 
Ten-inch wheels—Ball Bearings—a mower Again Eclipse with the Midwest, strengthens its 
line and points the way to success in Lawn Mower 


of true Eclipse quality and performance. sales — THIS YEAR —- NEXT YEAR — EVERY 
A Mower at a STARTLING LOW PRICE. YEAR. 


™~Ecbipse BuilfMid-West 


High tie rod—six inch diameter reel—best malleable spiders and roller hangers—4 blades 
of special heat-treated tool steel—positive bar adjustment—beautifully finished—easy 
running—spring covered oilers—simple bearing adjustment. A true Eclipse value. 


Our representatives will show you the Midwest and com- 
plete Eclipse line. Write for prices for immediate shipment. 


Eclipse Machine Company, [‘1'\'] Prophetstown, IIl. 


No. 1398 





